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PREFACE 
The Agricultural Economics Research Unit has had a continuing involve- 
ment with the New Zealand potato industry since 1979. This resulted in the 
publication of Research Reports in 1980 (M. M. Rich and M. J. Mellon, 
"Potatoes: A Consumer Survey of Christchurch and Auckland Households", 
Research Report No. 105) and 1982 (R. L. Sheppard, "The New Zealand Potato 
Marketing System", Research Report No. 130). The consumer survey was 
undertaken for the New Zealand Potato Board and the marketing system research 
was carried out for the New Zealand Potato Growers' Federation. 
The marketing system research identified a significant degree of variation 
between regions in the types of marketing channels used. The previous consumer 
research also identified differences in consumer response between Auckland 
and Christchurch. It was therefore recommended to the Potato Board that a 
further consumer survey be undertaken to confirm regional differences and 
to identify changes that might have occurred since 1979. This Research 
Report presents the results of that research. 
As a result of the research on the marketing system, the need for 
a review of potato distribution costs and the processing sector require- 
ments was identified. This was accepted by the New Zealand Potato Board 
and New Zealand Potato Growers' Federation and Research Report No. 146 
presents the results of that research (S. A. Hughes and R. L. Sheppard, 
"Potatoes: Distribution and Processing"). 
This programme of research has been undertaken for the New Zealand 
Potato Board and the New Zealand Potato Growers' Federation and is intended 
to contribute to the understanding of the sector and to enable the organisa- 
tions to make appropriate decisions based on well researched information. 
P D Chudleigh 
Director 

ACKNOWLEDGEMENTS 
The research presented and discussed in this report was commissioned 
and financially supported by the New Zealand Potato Board and the New 
Zealand Potato Growers' Federation (Inc.). The authors wish to express 
their appreciation to those organisations for their willingness to invest 
in the collection and analysis of important market information and 
commend them for their recognition of the need for market research as a 
basis for further industry activity. 
The authors wish to gratefully acknowledge the effort and time given 
to the survey task by the Christchurch interview team. Their effort 
resulted in the completion of an extremely high proportion of usable 
responses. Our thanks in particular to Susan Sheppard for her organisation 
of half the field team. 
The Central Market Research Agency provided a comprehensive, detailed 
and rapid service in the Auckland and Wellington areas and the authors 
wish to thank the Agency, particularly Mr Jamie Hall, for their assistance. 
Our thanks also to the survey respondents for their time in completing 
the questionnaire. 
Coding of the questionnaires and computer entry of the data was 
carried out by Susan Sheppard and Jenny Fisher. These tasks were 
accurately and rapidly completed and the authors wish to express their 
appreciation for this service. 
We also wish to thank Susan Sheppard for her rapid and accurate 
typing of this report. 

SUMMARY 
I n  1979, t h e  A g r i c u l t u r a l  Economics Research U n i t  c a r r i e d  o u t  a  
consumer su rvey  o f  househo lds  i n  Auckland and C h r i s t c h u r c h  which focused  
on p o t a t o  consumption.  T h i s  r e s e a r c h  was fo l lowed  by a  review of t h e  
marke t ing  methods used f o r  p o t a t o e s ,  which was c a r r i e d  o u t  i n  1981. 
T h i s  r e p o r t  p r e s e n t s  t h e  r e s u l t s  and c o n c l u s i o n s  from a  f u r t h e r  consumer 
su rvey  which was c a r r i e d  o u t  i n  Auckland, Wel l ing ton  and C h r i s t c h u r c h  
d u r i n g  l a t e  October  and e a r l y  November 1982. The r e s e a r c h  programme 
h a s  been sponsored by t h e  New Zealand P o t a t o  Board and t h e  New Zealand 
P o t a t o  Growers' F e d e r a t i o n .  
The survey  invo lved  a  random sample o f  600 Auckland househo lds ,  
300 Well ington househo lds  and 430 C h r i s t c h u r c h  househo lds .  The survey  
involved i n t e r v i e w s  w i t h  t h e  person i n  t h e  household r e s p o n s i b l e  f o r  
t h e  purchase o f  p o t a t o e s .  The C e n t r a l  Market Research  Agency was used 
f o r  t h e  Auckland and Wel l ing ton  i n t e r v i e w i n g  and i n  C h r i s t c h u r c h  a  team 
of  t r a i n e d  i n t e r v i e w e r s  was s u p e r v i s e d  by t h e  AERU. 
The r e s u l t s  from t h e  a n a l y s i s  of t h e  s u r v e y  d a t a  a r e  p r e s e n t e d  i n  
d e t a i l  i n  C h a p t e r s 3 ,  4 ,  5 ,  6  and 7 o f  t h i s  r e p o r t .  The a n a l y s i s  h a s  
been c a r r i e d  o u t  w i t h  r e s p e c t  t o  main c r o p  p o t a t o e s ,  new p o t a t o e s ,  
processed p o t a t o e s ,  p o t a t o  media r e c a l l  and t h e  s t a t i s t i c s  r e l a t i n g  t o  
t h e  respondent  sample.  The c o n c l u s i o n s  and i m p l i c a t i o n s  a r e  p r e s e n t e d  
i n  Chapter 8 .  
A major r e s u l t  from t h e  survey was t h e  c l e a r  i d e n t i f i c a t i o n  of a  
d i f f e r e n c e  between main c r o p  p o t a t o e s  and new p o t a t o e s .  D i f f e r e n c e s  
could  be i d e n t i f i e d  i n  terms of t h e  q u a n t i t y  purchased a t  each purchase  
occas ion ,  t h e  f requency  o f  purchas ing ,  t h e  p r i c e  s e n s i t i v i t y  a s s o c i a t e d  
w i t h  each p roduc t  and t h e  s e r v i n g  method used.  T h i s  c l e a r l y  i n d i c a t e d  
t h a t  t h e  two p r o d u c t s  shou ld  be cons idered  s e p a r a t e  and t r e a t e d  a s  
d i f f e r e n t  p roduc t s  from a  marke t ing  p o i n t  o f  v iew.  
The major s o u r c e  o f  p o t a t o e s  f o r  consumers i s  t h e  supermarket .  The 
use  of t h i s  o u t l e t  h a s  grown from 1979 t o  1982. T h i s  h a s  l e d  t o  a  s h o r t e r  
t ime between purchases  and a n  i n c r e a s e  i n  t h e  s a l e s  o f  prepacked p o t a t o e s ,  
w i t h  s i z e s  o f  10 kg,  5  kg and l e s s  be ing  t h e  most impor tan t  package s i z e s .  
T h i s  impl ies  t h a t  packaging and l a b e l l i n g  r e q u i r e m e n t s  shou ld  be a s s o c i a t e d  
w i t h  those  package s i z e s  r a t h e r  than  t h e  20 kg pack.  
The r e c o g n i t i o n  o f  main c rop  p o t a t o e s  a s  a  b a s i c  food i t em which i s  
r e l a t i v e l y  u n a f f e c t e d  by t h e  product  p r i c e  i s  a n  impor tan t  f a c t o r .  The 
survey  r e s u l t s  i n d i c a t e  t h a t  p o t a t o e s  a r e  used e x t e n s i v e l y  i n  evening 
meals  and t h a t  s u b s t i t u t i o n  f o r  p o t a t o e s  t e n d s  t o  r e s u l t  from t h e  prepara-  
t i o n  of a meal type  which i s  no t  normal ly  a s s o c i a t e d  w i t h  p o t a t o  use  o r  
a  d e s i r e  f o r  f u r t h e r  v a r i e t y  i n  t h e  p a r t i c u l a r  meal .  Given t h i s  s i t u a t i o n ,  
i n c r e a s e s  i n  p o t a t o  consumption may be d i f f i c u l t  t o  a c h i e v e  u n l e s s  p r o d u c t  
development t a k e s  p l a c e  which makes p o t a t o e s  s u i t a b l e  f o r  d i f f e r e n t  meal 
t y p e s  and/or  i n c r e a s e s  t h e  v e r s a t i l i t y  of p o t a t o  u s e .  Respondents 
i n d i c a t e d  t h a t  t h e y  d i d  n o t  expec t  t h e i r  p o t a t o  consumption t o  i n c r e a s e  
i f  t h e  q u a l i t y  o f  p o t a t o e s  was guaran teed .  However, r esponden ts  d i d  
i n d i c a t e  t h a t  t h e y  would be w i l l i n g  t o  pay up t o  one t h i r d  more f o r  
p o t a t o e s  whose q u a l i t y  was guaran teed .  E x p e n d i t u r e  on p o t a t o e s  would 
t h e r e f o r e  appear  t o  be  c o n s i d e r e d  a s  an  e s s e n t i a l  i t em and t h e  t o t a l  
l e v e l  of e x p e n d i t u r e  i s  probably  cons idered  a s  a  r e l a t i v e l y  smal l  i t em 
i n  t h e  t o t a l  g r o c e r y  c o s t .  Movement toward t h e  achievement of a  
guaranteed q u a l i t y  should t h e r e f o r e  be a s s o c i a t e d  w i t h  an i nc rease  i n  t he  
p r i c e  r a t h e r  than t h e  assumption of an i nc rease  i n  consumption l e v e l s .  
A s  f u r t h e r  re inforcement  t o  t he  conclusion t h a t  consumers view 
pota toes  a s  r e l a t i v e l y  b a s i c  i tems of the d i e t ,  t h e  r e s u l t s  i nd i ca t ed  
a  h igh  l e v e l  of agreement w i th  t h e  opinion s t a t emen t s  which s a i d  "compared 
wirh o t h e r  t h ings  today,  po t a toes  a r e  good va lue  f o r  moneyf' and "pota toes  
a r e  e s s e n t i a l  f o r  a  h e a l t h y  d i e t " .  
For t he  main c rop  p o t a t o  s e c t o r ,  i t  would t h e r e f o r e  appear  app rop r i a t e  
t h a t  a t t e n t i o n  should be  pa id  t o  t h e  packaging, q u a l i t y  and p r i c i n g  
f e a t u r e s  of t he  product .  It i s  probable t h a t  g r e a t e r  r e t u r n s  f o r  po t a to  
s a l e s  w i l l  be achieved through the  a p p l i c a t i o n  of a p p r o p r i a t e  p r i c e  s e t t i n g  
arrangements f o r  graded product  r a t h e r  than through i n c r e a s e s  i n  po t a to  
consumption. 
New pota toes  have a  h ighe r  l e v e l  of p r i c e  s e n s i t i v i t y ,  a r e  so ld  i n  
smal le r  average package s i z e s  and a r e  purchased more f r e q u e n t l y  than main 
crop pota toes .  The main cooking method f o r  new po ta toes  i s  b o i l i n g  (whereas 
f o r  main c rop  po ta toes  t h e r e  was a  wide range of s e r v i n g  methods).  It 
can be concluded t h a t  t h e  demand f o r  new po ta toes  o f t e n  exceeds the  supply,  
a s  more than h a l f  t h e  respondents  i nd i ca t ed  t h a t  t hey  would r a t h e r  buy 
only new pota toes  than buy both new and o ld .  Given t h i s  s i t u a t i o n ,  i t  i s  
l i k e l y  t h a t  increased  r e t u r n s  f o r  new pota toes  could be achieved through 
inc reases  i n  supply and t h e  use of a  f l e x i b l e  p r i c i n g  system, such a s  
the  auc t ion ,  t o  ensure  t h a t  t h e  p r i c e  achieved t r u l y  r e f l e c t s  t he  s i t u a t i o n  
of h igher  demand ( than  f o r  main c rop  po ta toes ) .  Where t h e  demand exceeds 
t he  supply,  an auc t ion  system i s  probably app rop r i a t e .  As new pota toes  
can be considered t o  be a  d i f f e r e n t  product than t h e  main c rop  po ta toes ,  
t he  package des ign ,  p r i c i n g  and promotional a c t i v i t y  should c l e a r l y  
d i f f e r e n t i a t e  between t h e  two products .  
The r e s u l t s  of t he  survey wi th  r e spec t  t o  processed po ta toes  
i n d i c a t e  t h a t  consumption of processed po ta to  products  i s  r e l a t i v e l y  
s t a t i c .  This  i s  a  consequence of  t h e  expense a s s o c i a t e d  wi th  t he  product 
and product d i s l i k e .  
Overa l l ,  i t  would appear  t h a t  po ta toes  a r e  ve ry  w e l l  e s t a b l i s h e d  a s  
a  b a s i c  p a r t  of t he  d i e t .  P o t a t o  consumption l e v e l s  do no t  appear t o  be 
s i g n i f i c a n t l y  a f f e c t e d  by  p o t a t o  p r i c e s  but have been a f f e c t e d  by subs t i -  
t u t i o n  from o t h e r  products  i n  o r d e r  t o  achieve g r e a t e r  d i e t  v a r i e t y  
through both d i f f e r e n t  meal types  and po ta to  replacement because of 
"boredom" wi th  po t a toes .  Marketing improvements f o r  po t a toes  could be 
achieved through t h e  p rov i s ion  of  h igher  q u a l i t y  product  and more 
e f f e c t i v e  p r i c i n g  arrangements wi th  improved concen t r a t i on  on the  more 
r e l e v a n t  prepack a r e a ,  through which the  ma jo r i t y  of  po t a toes  a r e  
p r e s e n t l y  sourced. 
CHAPTER 1 
INTRODUCTION 
Over recent years, the Agricultural Economics Research Unit at Lincoln 
College has been closely involved in an ongoing analysis of the New Zealand 
potato market. Research has been carried out for the New Zealand Potato 
Growers' Federation and the New Zealand Potato Board. In 1979, a research 
project was supported by the New Zealand Potato Board which involved a 
consumer survey of Auckland and Christchurch households by the Agricultural 
Economics Research Unit (AERU) and the Agricultural Economics and Marketing 
Department at Lincoln College. Subsequent to this, the New Zealand Potato 
Growers' Federation commissioned the AERU to carry out research on the 
New Zealand Potato Marketing system. The research was undertaken during 
the latter half of 198 1 and a report was published of this in 1982. That 
research identified the need for a regional approach to the marketing of 
potatoes and, as a consequence, it was suggested that a further consumer 
survey should be carried out to ascertain any changes in the market situation 
since the 1979 survey was completed and to provide further information on 
the New Zealand market through the inclusion of additional centres. Accord- 
ingly, a research programme was commissioned by the New Zealand Potato 
Board and the New Zealand Potato Growers' Federation to enable a consumer 
survey to be undertaken in Auckland, Wellington and Christchurch. This 
arrangement was confirmed early in August 1982, and the survey was carried 
out during October and November 1982. 

CHAPTER 2 
RESEARCH METHOD 
A random sample of 600 Auckland households, 300 Wellington households 
and 430 Christchurch households was selected for the survey. In Auckland 
and Wellington, the Central Market Research Agency (CMRA) was used to 
undertake the actual interviewing. In the Christchurch area, a team of 
trained interviewers was organised by the AERU and used to carry out the 
survey . 
Interviews with the person responsible for shopping for each household 
were carried out on Saturday mornings during late October and early November 
1982. The sample was achieved through the random selection of 120 addresses 
in Auckland, 60 addresses in Wellington, and 80 addresses in Christchurch. 
From each of these addresses a further four households were interviewed 
by selecting the next residence to the right of the "start pointt' and so 
on. A total of five households were interviewed per "start point". 
The questionnaire was designed at the AERU and was distributed to 
the CMRA for them to carry out the interviews in Auckland and Wellington. 
The completed forms were returned to the AERU for computer coding and 
analysis. 

CHAPTER 3 
RESULTS - M A I N  CROP POTATOES 
. The r e s u l t s  r e p o r t e d  i n  S e c t i o n s  3 . 1  t o  3 .7  o f  t h i s  r e p o r t  r e l a t e  t o  
main c r o p  o r  "old" p o t a t o e s .  For  "new p o t a t o e s " ,  t h e  r e s u l t s  d i f f e r  and 
a r e  g i v e n  i n c h a p t e r  4 .  
3.1 Consumer P u r c h a s e  P a t t e r n s  
A v e r y  h i g h  p r o p o r t i o n  of househo lds  e a t  p o t a t o e s .  Only 2.2 p e r  c e n t  
o f  Auckland h o u s e h o l d s ,  1.3 p e r  c e n t  o f  W e l l i n g t o n  househo lds  and 0 . 2  p e r  
c e n t  o f  C h r i s t c h u r c h  households  i n d i c a t e d  t h a t  t h e y  d i d  n o t  e a t  p o t a t o e s .  
Most r e s p o n d e n t s  i n d i c a t e d  t h a t  t h e y  purchased  t h e i r  p o t a t o e s  from 
t h e  supermarke t  ( T a b l e  I ) .  T h i s  was e s p e c i a l l y  s o  i n  Auckland where 
68:4 pe r  c e n t  o f  r esponden ts  gave t h e  supermarke t  a s  t h e i r  f i r s t  r e s p o n s e  
t o  t h e  q u e s t i o n  on where t h e y  purchased t h e i r  p o t a t o e s  from. I n  W e l l i n g t o n  
and C h r i s t c h u r c h  t h e  predominance o f  t h e  supermarke t  was l e s s .  Of s i g n i f i -  
cance was t h e  h i g h e r  l e v e l  o f  purchase  from t h e  f r u i t e r e r  and g r o c e r  i n  t h e  
Wel l ing ton  a r e a  and t h e  h i g h e r  p r o p o r t i o n  o f  g a t e  s a l e s  and own grown 
p o t a t o e s  i n  C h r i s t c h u r c h .  I n  comparison w i t h  t h e  1979 survey  r e s u l t s ,  
s i g n f i c a n t  growth i n  supermarkets  a s  a  " f i r s t  r e sponse"  o u t l e t  can be 
observed.  
TABLE 1 
P o t a t o  Sources  
F i r s t  Response 
Auckland Wel l ing ton  Chr i s  t c h u r c h  
( %  Respondents  ~ n s w e r i n g )  
1982 1979 1982 1982 1979 
(600) (506) (296)  (428)  ( 4 0 9 )  
Supermarket 68.4 60.9  45.6 5 2 . 3  41 .6  
F r u i t e r e r / G r o c e r  20.4 23.8 38.2 9 . 3  ' 19.8 
Gate S a l e s  5 .3  8.6 3 .7  15.9 19.8 
Grow Own 2.6 2 .8  4 .1  17.0 12.2 
Other  3 .3  3 .9  8 .4  5.5 6 .6  
T a b l e s  44 t o  47 ( ~ p p e n d i x  2)  p r o v i d e  t h e  r e s u l t s  o f  c r o s s - t a b u l a t i o n s  
between t h e  o u t l e t  used and t h e  o c c u p a t i o n  o f  t h e  head o f  t h e  househo ld ,  
t h e  t o t a l  g r o s s  household income, t h e  age  o f  t h e  head o f  t h e  household and 
t h e  househo ld  compos i t ion .  
I n  Auckland,  a h i g h e r  p r o p o r t i o n  o f  s a l e s  and s e r v i c e  workers t ended  
t o  u s e  f r u i t e r e r s  and g r o c e r s  a s  t h e  p o t a t o  o u t l e t  than  f o r  o t h e r  o c c u p a t i o n  
groups .  I n  W e l l i n g t o n ,  s a l e s  and s e r v i c e  workers  and tradesmen and 
labourers used supermarkets more than the other groups. Supermarkets were 
more often used by clerical and technical and sales and service workers in 
Christchurch, while fruiterers and grocers and gate sales were more 
popular with professional and managerial workers than for other groups. 
Growing their own potatoes was more popular with retired people in all 
three centres. 
In both Auckland and Wellington, the supermarket was less popular 
and the fruitererlgrocer more popular for people with incomes of less than 
$10,000 (mainly aged over 55 years (Table 76)) while in Christchurch, 
growing their own potatoes was more popular with this group. 
There was no clear distinction between outlets used for potato purchases 
according to the age of the head of the household. 
With respect to household composition, there was a tendency in Auckland 
for larger households to buy more through fruiterers and grocers and 
gatesales than smaller households. A similar situation exists in 
Christchurch where gate sales were also more popular with larger households. 
These results tend to reflect the availability of larger pack sizes 
through Wellington and Christchurch supermarkets, whereas Auckland superqarkets 
sell mainly prepacks of 5 kg or less (see Table 55). 
Between 40 and 60 per cent of respondents indicated that they purchased 
their potatoes either on a weekly or fortnightly basis  able 2). Auckland 
had the highest proportion with 56.7 per cent followed by Wellington at 
49. 1 per cent and Christchurch at 42.1 per cent. A higher proportion of 
Wellington respondents indicated that they purchased fortnightly rather 
than weekly. In addition, 25 per cent of Wellington respondents and 
22 per cent of Christchurch respondents indicated they purchased their 
potatoes monthly, while only 17 per cent of Auckland respondents so indicated. 
Overall, a higher proportion of Wellington and Christchurch respondents 
purchased their potatoes on a monthly or longer basis. There was little 
difference between the 1979 and 1982 results. 
TABLE 2 
Potato Purchase Frequency 
P irs t Response 
Auckland Well ington Christchurch 
( %  Respondents ~nswyring) 
Weekly 29.7),, , 2 
Fortnightly 
2-3 weekly 
Monthly 
2-3 monthly 11.5 10.9 
Longer 3.1 4 -4 
Average Purchase 
Frequency l .B 
(weeks) 
It could be expected that people on lower incomes would tend to buy 
smaller packages of potatoes more frequently as their income became 
available. In Auckland, however, this hypothesis was not supported by 
the cross-tabulation (Table 48, Appendix 2) but in Wellington and 
Christchurch the hypothesis was supported. 
The age of the head of the household does not appear to strongly 
influence the purchase frequency  able 49, Appendix 2). 
As could be expected, larger households purchase potatoes more 
frequently than smaller households  a able 50, Appendix 2). 
The predominance of Auckland purchases on a fortnightly or less basis 
was further reflected in the response to the question on the normal purchase 
quantity. For Auckland households, 72.6 per cent indicated they purchased 
packs of less than 9 kg with 22 per cent indicating they purchased the 3 kg 
pack and 39 per cent indicating they purchased the 5 kg pack. Only 54.8 
per cent of Wellington households and 54.9 per, cent of Christchurch house- 
holds indicated they purchased packs of 9 kg or less with the 5 and 3 kg 
packs being the more important (with a rise in the importance of the purchase 
of loose potatoes in the 1-2 kg area). In addition, a higher proportion of 
Wellington and Christchurch respondents purchased 20 kg packs with the 10 kg 
pack being important in the Christchurch area. 
When comparing the 1979 and 1982 results, it is apparent that there 
has been a significant growth in sales of 3 kg packs in Auckland. However, 
in the under 10 kg category, any growth has only been small in both Auckland 
and Christchurch. However, in Christchurch there has been a decline in 
purchases of 20 kg bags with growth in 10 kg bag sales. 
Higher household incomes could be expected to be associated with 
larger pack size purchases and the cross-tabulation in Table 51 (Appendix 2)  
supports this. 
Larger households are also likely to buy larger pack sizes. This is 
supported by Table 53 (Appendix 2) and is reflected in Table 52 where head 
of household ages of under 25 years and over 55 years are associated with 
smaller pack size purchases. 
Tables 1, 2 and 3 indicate a consistent response in that the Wellington 
and Christchurch areas tended to have a higher proportion of respondents 
purchasing from outlets which would tend to have larger pack quantities. 
Wellington and Christchurch respondents purchas e slightly less frequently 
than in Auckland and, in Table 3, the indication is that larger pack 
quantities were indeed purchased by Wellington and Christchurch households. 
Table 54 (Appendix 2) indicates that potato purchasers buying on a 
weeklylfortnightly basis mainly used supermarkets; fruiterers and grocers 
were used over a range of purchase frequencies and gate sales were mainly 
used monthly or over a longer time. This analysis is further supported 
by Table 55 (Appendix 2) which indicates that supermarkets are mainly a 
source of under 9 kg pack sizes, fruiterers and grocers cover the full 
range of pack sizes and gate sales aremainlyof 20 kg pack sizes and over. 
TABLE 3  
Potato Purchase Quantity 
First Response 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
1982 1982 1982 1979 1 (285) (576) (495 1 (355) (355) 
Over 20 kg 0.4 0.5 
100.0 100.0 
Table 4 presents the response to the question which asked householders 
to indicate the features that were "looked for" when purchasing potatoes. 
Again, it would appear that Auckland households differ from the Wellington 
and Christchurch areas. From the first responses, the features of size, 
freshness and lack of dirt came through as the most important. In Wellington, 
however, firmness was also important and in Christchurch firmness again was 
important while freshness and lack of dirt were of less importance than in 
either Auckland or Wellington. Also, Christchurch households had a higher 
response for the indication of the variety of potato. When all responses 
were considered, this pattern tended to be continued with the size, fresh- 
ness and lack of dirt being the most important features in Auckland and 
Wellington with firmness being important in Wellington and Christchurch. 
Lack of greenness was also important in Auckland but was of significantly 
less importance in Wellington and Christchurch while variety and washed 
potatoes were important in Christchurch. 
Weighted AV. 
Quantity 7.7 
(kg) 
0.7 
100.0 
6 .E 3 .1  
100.0 100.0 
10.4 9.7 
TABLE 4 
P o t a t o  F e a t u r e s  Sought A f t e r  
F i r s t  R e s ~ o n s e  
Auckland Well ington C h r i s t c h u r c h  
( %  Respondents Answering) 
(56 1 )  (283)  (400)  
Firmness  
S i z e  
F r e s h n e s s  
No damage 
Lack o f  d i r t  
Even shape 
See p o t a t o e s  
P r i c e  
No green  
Washed 
V a r i e t y  
Q u a l i t y  
Dry 
Other  4 . 1  5.7 7 .1  
A l l  R e s ~ o n s e s  
F irmne S S 
S i z e  
F r e s h n e s s  
No damage 
Lack o f  d i r t  
Even shape 
See p o t a t o e s  
P r i c e  
No green  19.3 10.9 9.4 
Washed 2.7 8.5 11.7 
V a r i e t y  1.6 3 . 9  10.7 
Q u a l i t y  2.3  4.6  1 . O  
Dry 3.6 2.5 0 .3  
Other  6 .1  8.4 8.6 
Respondents were asked whether potato sizes smaller than those used by 
the New Zealand Potato Board in establishing their grading standards were 
acceptable. The results are given in Table 5 and indicate that between 30 
and 40 per cent of respondents considered that main crop potatoes of a 
diameter of less than 50 mm were acceptable and a similar proportion 
indicated that new potatoes of a diameter less than 30 mm were acceptable. 
TABLE 5 
Acceptable Potato Sizes 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(586) (296) (428) 
Main crop < 50 mm 41.3 45,9 29.5 
New potatoes <30 mm 36.2 33.8 44.5 
It is apparent that the Christchurch respondents were less in favour 
of smaller main crop potatoes but were more in favour of smaller new 
potatoes than the other two areas. 
Acceptability of smaller potatoes was expected to be correlated with 
the age of the head of the household. It was anticipated that older people 
may find smaller potatoes acceptable in line with their probable reduction 
in food intake, middle aged people would find smaller potatoes less 
acceptable as they would be more likely to be feeding a family and that 
younger people may find smaller potatoes acceptable in line with personal 
weight consciousness and smaller family consumption. FOP main crop 
potatoes, these hypotheses were supported to a large extent (Table 56, 
Appendix 2) with the divisions being expressed at under 30 years, 30-55 
years and over 55 years. However, with the exception of Christchurch, 
these hypotheses were not supported for new potatoes, indicating that the 
30 mm diameter size for new potatoes could be considered a lower limit. 
In Christchurch, however, the acceptability of new potatoes of less than 
30 mm diameter was higher overall and followed the hypothesised age 
distribution pattern. 
When respondents were asked to indicate their desire for having the 
potato variety shown on the pack, 80.1 per cent of Christchurch households, 
66.8 per cent of Wellington households and 55 per cent of Auckland 
households indicated that they did want the variety on the.pack. 
3.2 Potato Quality 
Respondents were asked if they had noticed anything wrong with any 
of the potatoes purchased over the past year (Question 8 ) .  In response 
to this question, a wide range of complaints about potatoes were given by 
81.4 per cent, 73.3 per cent and 76.8 per cent of Auckland, Wellington and 
Christchurch respondents respectively. (gy comparison only 65.7 per cent 
and 63.6 per cent of Auckland and Christchurch respondents, respectively, 
had complaints in the 1979 survey). These responses are given in Table 6. 
TABLE 6 
Complaints About Po ta toes  
F i r s t  Response 
- -- 
Auckland Well ington Chr i s tchurch  
( %  Respondents w i th  Complaints) 
Rot t e n  
Cuts 
Blemishes 
Small S ize  
Eyes 
Green 
Tas t e  
S o f t  
Colour (cooked) 
Breaking up when cooked 
Black spo t s  
D i r t y  
Disease 
Watery 
Other 
A l l  Responses 
Rotten 
Cuts 
Blemishes 
Small S ize  
Eyes 
Green 
Tas t e  
S o f t  
Colour (cooked) 
Breaking up when cooked 
Black spo t s  
D i r t y  
Disease 
Watery 
Other 
The most important areas for complaints were "rottenness", "greenness", 
"black spots", "softness" and "breaking up in cooking". For some complaints 
the distribution of response varied between the three centres. From the 
"All ~esponses" section of Table 6, over 40 per cent of Auckland and 
Wellington respondents complained of rottenness while only 28 per cent 
of Christchurch respondents complained of this factor. Greenness was a 
more significant factor in Auckland where 40 per cent of respondents 
cited this problem, while only 34 per cent of Wellington respondents 
and 19 per cent of Christchurch respondents gave this complaint. (This 
may reflect the predominance of prepacks in the Auckland area where the 
degree of greening through the clear plastic used would be greater than 
for non prepack supplies.) In Christchurch 34 per cent of respondents 
complained of black spots; only 18 per cent of Wellington respondents 
and 9 per cent of Auckland respondents had this complaint. Breaking up 
in cooking was a significant complaint in Christchurch alone while softness 
was given as a significant complaint in Wellington alone. In Auckland, 
1 1  per cent of respondents gave dirtiness as a complaint. Again, this 
indicates the degree of difference that exists between the three centres. 
From Table 6, it would appear that "rottenness" had declined in 
importance from 1979 to 1982. However, if the.responses for "black spots" 
and "disease" are added to the "rottenness" category, the results are 
similar. "Breaking up when cooked" appears to have declined in importance. 
When respondents were asked if they would buy more potatoes if their 
quality was guaranteed (Question 6 ) ,  between 68 and 74 per cent indicated 
that they would continue to buy the same quantity. Only around 25-28 per 
cent of respondents suggested that they would buy more (Table 7 ) .  
TABLE 7 
Reaction to Guaranteed Potato Quality 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(576) (29 1) (400 
Buy more 
Buy same 
Don't know 
Neither the age of the head of the household nor household income 
appeared to influence the decision as to purchase quantity changes if the 
quality of the potatoes was guaranteed (Tables 57 and 58, Appendix 2 ) .  
However, Question 12 asked whether respondents were in favour of 
requiring all potatoes to be graded to a guaranteed quality, even if it 
meant a one-third increase in price. The response to that question is 
given in Table 8. 
TABLE 8 
Willingness to Pay One Third More for Guaranteed Potato Quality 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(586 (293) (428) 
Yes 
No 
Don't know 0.7 0.3 4.7 
100.0 100.0 100.0 
The response varied by centre with the Christchurch respondents being 
more strongly in favour of this than the Auckland and Wellington respondents. 
This perhaps indicates a higher degree of poor quality in the Christchurch 
area' and therefore is reflected in a higher willingness to pay more for 
an improvement in that quality. Of further importance is the degree of 
agreeEent with the statement that was put forward, v~here between 58 and 
67 per cent of respondents indicated that they were willing to pay a 
higher price for guaranteed quality. This contrasts with the result given 
in Table 7 where the majority of respondents indicated that they would 
buy the same quantity if the quality was guaranteed but Table 8 indicates 
that they are prepared to pay more for that product where the qua.lity is 
guaranteed. 
It could be expected that willingness to pay more for guaranteed quality 
would be associated xith the level of income, with higher income people 
being more willing to pay more than lower income people. Age could also be 
expected to be a factor wizh younger people demanding higher quality and 
expressing a willingness to pay for it. However, age did not appear to be 
a significant factor  able 59, Appendix 2) with a similar proportion of 
all age groups expressing a willingness to pay more for guaranteed quality 
(perhaps reflecting the present generally low cost and low quality nature of 
the product 1. 
With the exception of Wellington (where higher incomes (> $15,000) 
did appear to be associated with a willingness to pay more for guaranteed 
quality) income also did not have a significant influence on willingness 
to pay more. This could again reflect the low cost, low quality nature of 
the product for all income levels. 
Respondents were asked to indicate whether they thought the items 
given on the Potato Board grading card that have been used to downgrade 
potatoes were ."Important1', "Unimportant", or "Neither Important nor 
Unimportant" (Card A, Appendix 1 )  (Table 9). 
TABLE 9 
Importance of Potato Board Grading Standards 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(587) (296) (428) 
I* N* U* N U I N U 
I* Important 
2 
1 
3 
2 
3 
1 
2 
1 
1 
N* Neither Important nor Unimportant 
. . 
Common Scab 7 7 15 8 
Disease & Dry Rot 9 9 1 0 
Misshapen 54 3 0 16 
Grow Cracks 82 15 3 
Machine Damage 6 1 2 9 10 
Pest Damage 9 7 2 1 
Green 84 I I 5 
Withered & Sprouting 91 7 2 
Tuber Moth 98 2 0 
U* Unimportant 
The result~~izbicate that three levels of importance could be associated 
with these problem areas, however, only very few respondents thought any 
of the factors were "unimportant". It would appear that the highest level 
of importance (I )  is attached to disease and dry rot, pest damage, withered 
and sprouting potatoes, and tuber moth damage with in excess of 90 per cent 
of respondents indicating that these areas are imporcant. The second level 
of problem could be assessed as that caused by common scab, growing 
cracks and greenness with around 80 per cent of respondents considering 
these problem areas to be important (2). The third level would include 
misshapen and machine damage with between 46 per cent and 67 per cent of 
respondents indicating that these problem areas are important (3). With 
the exception of this third area, where Wellington respondents were less 
concerned than the Auckland or Christchurch respondents, the overall 
response pattern is very similar for the three centres. 
3.3 Price Sensitivity 
In Question 5, respondents were asked to assess their response to a 
change in the price of potatoes. The response requested was in the form 
of a change in the quantity purchased if potato prices doubled, were 
reduced by a quarter or were halved. The response to this question is 
given in Table 10. 
TABLE 10 
Price Sensitivity -Main Crop Potatoes 
Auckland Wellington Christchurch 
( %  Respondents ~nswering) 
1982 1979 1982 1982 1979 
Price Doubled (580) (490) (292) (400) (376) 
Buy: More - - - 
Same 52. 1 60.8 61.3 61.3 62.0 
Less 47.9 39.2 38.7 38.7 38.0 
100.0 100.0 100.0 100.0 100.0 
Price Down by Quarter 
Buy: More 
S ame 
Less 
Price Halved 
Buy: More 
S ame 
Less 
Where potato prices were doubled, between 39 and 48 per cent of 
respondents indicated they would purchase less potatoes. However, 
between 52 and 61 per cent of respondents indicated they would continue 
to buy the same quantity. The responses for Wellington and Christchurch 
were identical while that for Auckland was significantly different. 
Almost half of the respondents indicated they would buy the same while 
the other half indicated they would buy less in the Auckland area. This 
contrasted with 60 per cent of Wellington and Christchurch respondents 
indicating they would buy the same with only approximately 40 per cent 
indicating they would purchase less. 
The age of the head of the household and the household income did not 
have any effect upon the response when prices were doubled, although it could 
have been expected that price sensitivity would be greater for older people 
and people on lower incomes. (Tables 61 and 62, Appendix 2.) 
Where the price of potatoes was reduced by one quarter from the 
nominal current price, only between 8 and 12 per cent of respondents 
indicated they would buy more while approximately 90 per cent of 
respondents indicated that they would purchase the same quantity. This 
response was similar for the three centres. 
Where t h e  p r i c e  o f  p o t a t o e s  was reduced by one h a l f  (from t h e  c u r r e n t  
nominal p r i c e ) ,  between 8 3  per  c e n t  and 90 per  c e n t  o f  r e s p o n d e n t s  i n d i c a t e d  
t h e y  would s t i l l  buy t h e  same q u a n t i t y  a s  a t  p r e s e n t  w h i l e  between 10 and 
16 per  c e n t  o f  r e s p o n d e n t s  i n d i c a t e d  t h e y  would purchase  more. The response  
was s i m i l a r  f o r  Auckland and Well ington responden ts  w i t h  16 p e r  c e n t  
i n d i c a t i n g  t h e y  would purchase  more, w h i l e  f o r  C h r i s t c h u r c h  r e s p o n d e n t s ,  
o n l y  10 per  c e n t  i n d i c a t e d  t h a t  t h e i r  purchases  would i n c r e a s e .  
The 1982 and 1979 r e s p o n s e s  were s i m i l a r  f o r  b o t h  a  d o u b l i n g  and a  
h a l v i n g  of t h e  p r i c e .  T h i s  response  p a t t e r n  i n d i c a t e s  t h a t  consumers 
r e g a r d  p o t a t o e s  a s  b e i n g  a f i x e d  p a r t  of t h e i r  d i e t  and n o t  p a r t i c u l a r l y  
p r i c e  s e n s i t i v e .  T h e r e f o r e ,  i t  i s  probab le  t h a t  i n c r e a s e s  i n  p o t a t o  
consumption w i l l  be d i f f i c u l t  t o  a c h i e v e  b u t  t h a t  a s  t h e  p r i c e  s e n s i t i v i t y  
i s  r e l a t i v e l y  low, i n c r e a s e s  i n  t h e  p o t a t o  p r i c e  may n o t  be a s s o c i a t e d  
w i t h  s i g n i f i c a n t  d e c l i n e s  i n  consumption.  T h i s  h y p o t h e s i s  i s  f u r t h e r  
r e i n f o r c e d  by t h e  r e s p o n s e  t o  t h e  q u e s t i o n  on t h e  w i l l i n g n e s s  o f  t h e  
consumer t o  pay more f o r  guaran teed  q u a l i t y  p roduc t  where approx imate ly  
60 p e r  c e n t  of r e s p o n d e n t s  agreed  t h a t  t h e y  were w i l l i n g  t o  pay up t o  
a t h i r d  more (Tab le  8 ) .  
3.4 Serv ing  Methods and S e r v i n g  Frequency 
Table  I I p r o v i d e s  t h e  response  t o  Quest ion 14b where t h e  responden ts  
were asked t o  i n d i c a t e  t h e  s e r v i n g  method used f o r  p o t a t o e s  f o r  t h e  evening 
meal ,  lunch and b r e a k f a s t .  Inc luded  i n  Table  1 1  i s  t h e  response  f o r  t h e  
evening meal s e r v i n g  method o n l y  a s  approx imate ly  90 per  c e n t  of r esponden ts  
d i d  n o t  s e r v e  p o t a t o e s  f o r  e i t h e r  lunch o r  b r e a k f a s t  ( s e e  Tab le  12).  The 
r e s u l t s  i n  Table  I 1  i n d i c a t e  a  growth from 1979 t o  1982 i n  s e r v i n g  p o t a t o e s  
a s  c h i p s  and mashed i n  Auckland w h i l e  t h e  C h r i s t c h u r c h  r e s u l t s  a r e  
r e l a t i v e l y  s i m i l a r  f o r  b o t h  p e r i o d s .  
TABLE l l 
Evening Meal Serv ing  Methods 
A l l  Responses 
Auckland Wel l ing ton  C h r i s t c h u r c h  
( %  Respondents ~ n s w e r i n g )  
1982 1979 1982 1982 1979 
(600)  (496) (300) (428) (395)  
B o i l e d  
Mashed 
Roasted 
Baked 
Stew 
Chips 
F r i e d  
S a l a d  
Microwave 
Other  
TABLE 12 
Serv ing  Frequency P e r  (Working) Week 
Auckland Well ington C h r i s t c h u r c h  
( %  Respondents Answering) 
1982 1979 1982 1982 1979 
(600) (506) (300) (428)  (415)  
Evening Meal 
0  3.2 2 .0  
1 - 3  24.2 24.3 
4 - 5  72.6 73.7 
Lunch 
0  91.5 93.0 90.0 8 4 . 8  81.4 
1 - 3  6.4 5 .8  8.0 13. 1 13.0 
4 - 5  2 .0  1.2 2 .0  2 .1  5 .6  
100.0 100.0 100.0 100.0 100.0 
B r e a k f a s t  
0  
1 - 3  
4  - 5  
The predominant s e r v i n g  methods f o r  t h e  evening meal were b o i l e d  and 
mashed w i t h  in e x c e s s  of 70 p e r  c e n t  o f  r esponden ts  i n d i c a t i n g  t h e  u s e  
of t h i s  method. The response  was r e a s o n a b l y  c o n s i s t e n t  between t h e  t h r e e  
c e n t r e s  w i t h  a  h i g h e r  p r o p o r t i o n  o f  Auckland and Well ington r e s p o n d e n t s  
i n d i c a t i n g  t h a t  t h e y  s e r v e d  t h e i r  p o t a t o e s  b o i l e d .  Roasted,  baked and 
c h i p s  were t h e  n e x t  most impor tan t  s e r v i n g  methods used.  A s l i g h t l y  lower  
p r o p o r t i o n  o f  C h r i s t c h u r c h  responden ts  i n d i c a t e d  t h a t  r o a s t e d  p o t a t o e s  
were a  method of  s e r v i n g  and a  s i g n i f i c a n t l y  lower p r o p o r t i o n  o f  C h r i s t c h u r c h  
responden ts  gave c h i p s  a s  a  method o f  s e r v i n g  p o t a t o e s .  A f u r t h e r  i n t e r e s t -  
ing  f e a t u r e  o f  Tab le  1 1  i s  t h e  h i g h e r  p r o p o r t i o n  of Auckland and W e l l i n g t o n  
responden ts  i n d i c a t i n g  t h a t  t h e y  s e r v e d  p o t a t o e s  i n  ways o t h e r  t h a n  t h o s e  
l i s t e d .  
A s  expec ted ,  t h e  age o f  t h e  head o f  t h e  household d i d  n o t  appear  t o  
have v e r y  much i n f l u e n c e  on t h e  s e r v i n g  method used (Table  63,  Appendix 2 ) .  
Boi led and mashed p o t a t o e s  were more o f t e n  s e r v e d  by t h e  l e s s  t h a n  $10,000 
income group w h i l e  c h i p s  were s e r v e d  l e a s t  o f t e n  by t h i s  group. Baked 
p o t a t o e s  were more popula r  w i t h  t h e  h i g h e r  income households  ( i n  W e l l i n g t o n  
and C h r i s t c h u r c h )  w h i l e  c h i p s  were more p o p u l a r  w i t h  t h e  $15,000 t o  $30,000 
income groups   able 64, Appendix 2 ) .  
Table  12 p rov ides  t h e  response  t o  t h e  q u e s t i o n  r e g a r d i n g  t h e  
f requency o f  s e r v i n g  p o t a t o e s  f o r  t h e  t h r e e  main meals o f  t h e  day.  
For t h e  even ing  meal,  a  tendency f o r  C h r i s t c h u r c h  responden ts  t o  s e r v e  
potatoes more frequently during the week is indicated. Christchurch 
respondents also indicated a higher level of potato serving for lunch while 
for breakfast, Auckland respondents indicated a slightly higher level of 
serving. The proportion of respondents serving potatoes at every main 
meal was 28.5 per cent for Auckland, 33.7 per cent for Wellington and 
36.4 per cent for Christchurch. Taken together, these responses could 
indicate a higher preference for potatoes in the Christchurch area than 
in Auckland and Wellington. However, any difference is only small. There 
are no significant differences between the 1979 and 1982 results. 
As potatoes are a traditional item of the New Zealand diet, it could 
be expected that older people would serve potatoes more frequently than 
younger people. This hypothesis is clearly supported by the survey 
results which indicate a much higher proportion of older people serving 
potatoes for the evening meal four or five times per working week, while 
a higher proportion of younger people serve potatoes for the evening meal 
only two or three times per working week (Table 65, Appendix 2). 
Potatoes are a relatively low cost food item, therefore it is likely 
that higher income households will serve potatoes less frequently than 
low income households, reflecting the ability of higher income households 
to .be more varied in their consumption by purchasing more expensive food 
items. This was also clearly supported by the data (Table 66, Appendix 2) 
which indicate a lower proportion of higher income households serving 
potatoes five times per working week with higher proportions serving potatoes 
three or four times per working week. 
3.5 Potato Substitutes 
Question 15 asked respondents whether they "ever have a main meal 
without potatoes". In Auckland, 28.5 per cent had potatoes for every 
main meal; 33.7 per cent in Wellington, and 36.4 per cent in Christchurch. 
In 1979, 31.6 per cent of Christchurch respondents and 19.0 per cent of 
Auckland respondents indicated they did not substitute for potatoes. 
In line with the results for serving frequency (section 3.4) younger 
people (age of head of household under 45 years) had a higher level of 
substitution for potatoes than did older people (Table 67, Appendix 2). 
Higher household incomes were also associated with greater substitution 
for potatoes (Table 68, Appendix 2). In both cases, more of the 
younger people and more of the higher income people indicated they had 
main meals without potatoes. 
Questions 16 and 17 of the survey requested respondents to indicate 
what they had instead of potatoes when potatoes were not served and what 
influenced the decision to replace potatoes. The potato substitutes are 
given in Table 13. 
The response pattern indicates the predominance of rice as a substitute 
for potatoes and the difference in the spread of substitutes between 
Auckland and Wellington and Christchurch. A greater variety of substitutes 
were indicated by a higher proportion of people in the Auckland areas than 
was indicated for either Wellington or Christchurch. The use of substitutes 
other than rice was indicated by 54.9 per cent of Auckland respondents on 
a first response basis compared with 36.9 per cent of Wellington respondents 
and 49.5 per cent of Christchurch respondents on a first response basis. 
The difference between the Auckland and Christchurch response was insignif- 
icant, however, when all responses were considered, but the predominance 
TABLE 13 
Potato Substitutes 
Auckland . Wellington Chris tchurch 
( %  Respondents who Substitut 
1982 1979 1982 
First Response ( 4  l g )  ( 4  10)  ( 1 9 5 )  
Rice 45.1 54 .2  63.1 
Pasta 15. 8.4> 12.37 
Bread 5.8  4.1 ( 
Kumara/Root 
Crops 14.9 
Pumpkin/Marrow/ 
But ternut 
4 .7  
Vegetables 6.0  
Salad 4.8  
Nothing 4 .3  
Other 6.7 8 .5  
! for Potatoes) 
1982 1979 
( 2 7 3 )  (284  
All Responses 
Rice 62.5 64 .7  
Pasta 40.6 
Bread 18.4 
Kumara/Root 
Crops 16.2 
Pumpkin /Marrow / 
Butternut 6.2 
Vegetables 12.2 
Salad 9.1 
Nothing 6.9 
Other 11.7 
ef rice as a substitute continued for Wellington. There were no maj~r 
differences between the 1979 and 1982 results with the exception of 
"Kumara/Root Crops" for Auckland where there was substantialdecline. 
It was expected that younger people would have a wider range of 
substitutes than older people as the younger group would be more inclined 
to vary their meals. This was supported by the analysis (Table 6 9 ,  
Appendix 2 )  which indicates that households whose head is under 4 5  years 
o l d  g e n e r a l l y  have more s u b s t i t u t e s  ( h i g h e r  t o t a l  p e r c e n t a g e  i n d i c a t i n g  
more s u b s t i t u t e s ) .  Other  age  d i f f e r e n c e s  i n c l u d e  t h e  h i g h e r  p o p u l a r i t y  
o f  b r e a d  and pumpkinlmarrow/butternut a s  s u b s t i t u t e s  i n  t h e  o l d e r  age  group 
and t h e  l a c k  o f  p o p u l a r i t y  f o r  o l d e r  peop le  o f  r i c e  and p a s t a  a s  
s u b s t i t u t e s .  
The g r e a t e r  p o p u l a r i t y  o f  r i c e  and p a s t a  a s  p o t a t o  s u b s t i t u t e s f o r  
h i g h e r  income people  was marked ( T a b l e  70, Appendix 2 ) .  
The major  reasons  f o r  r e p l a c i n g  p o t a t o e s  i n  a  meal were t h a t  t h e  
r e s p o n d e n t s  were bored w i t h  p o t a t o e s  and wished t o  have more v a r i e t y  
and t h e  " type o f  meal chosen" ( T a b l e  14).  
TABLE 14 
B Reason f o r  S u b s t i t u t e  f o r  P o t a t o e s  
Auckland Well ington C h r i s t c h u r c h  
( %  Respondents who had S u b s t i t u t e s )  
1982 1982 1982 
F i r s t  Response (4 18) (195) (273)  
Hot w e a t h e r  1.9 3 .1  3 . 0  
Lack o f  t ime 6 .0  8 .2  10.7 
C u l t u r a l  t a s t e  5 .7  4 .6  5 .2  
Bored/Varie  t y  
Type o f  meal chosen 
Poor Q u a l i t y  P o t a t o e s  1.4 
D i e t i n g  4 . 8  6 .2  4 - 4  
Ran Out 2.9 3 . 1  4 .4  
Other  7.4 6 .2  6 . 8  
100.0 100.0 100.0 
A l l  Responses 
Hot w e a t h e r  
Lack o f  t ime  
C u l t u r a l  t a s t e  
Bored /Var, ie t y  
Type o f  meal chosen 
Poor Q u a l i t y  P o t a t o e s  
D i e t i n g  
Ran Out 
Other  
The response  p a t t e r n  w i t h  r e g a r d  t o  t h e  r e a s o n  f o r  p o t a t o  s u b s t i t u t i o n  
was s i m i l a r  f o r  e a c h  c e n t r e .  There  was no s i g n i f i c a n t  d i f f e r e n c e  between 
t h e  1979 and 1982 r e s u l t s .  It would appear  from t h i s  r esponse  t h a t  
a c t i v i t y  des igned  t o  encourage t h e  use of p o t a t o e s  i n  a  wider  range o f  
meals and w i t h  a  w i d e r  v a r i e t y  o f  s e r v i n g  methods would be a p p r o p r i a t e  
i n  a s s i s t i n g  p o t a t o  consumption l e v e l s .  
3 .6  Serv ing  t o  Gues t s  
Approximately 90 p e r  c e n t  of r esponden ts  i n d i c a t e d  t h e y  s e r v e d  
p o t a t o e s  t o  g u e s t s  e i t h e r  " a l l  t h e  time" o r  "most of t h e  time"  able 15) .  
However, s u b s t i t u t i o n  f o r  g u e s t  s e r v i n g  was p r e v a l e n t  w i t h  o n l y  49.0  
pe r  c e n t  t o  60.0  p e r  c e n t  of r esponden ts  i n d i c a t i n g  t h e y  s e r v e d  p o t a t o e s  
t o  g u e s t s  " a l l  t h e  t ime".  ( I n  t h e  1979 survey ,  38 p e r  c e n t  of r esponden ts  
s t a t e d  t h a t  would n o t  s u b s t i t u t e  o t h e r  i tems f o r  p o t a t o e s . )  Th i s  was 
lower than  t h e  g e n e r a l  r esponse  t o  s e r v i n g  p o t a t o e s  d u r i n g  t h e  week 
(Table  12) where between 72.6 p e r  c e n t  and 79.7 p e r  c e n t  o f  r esponden ts  
i n d i c a t e d  t h e y  had p o t a t o e s  f o r  t h e  evening meal 4-5 t imes  p e r  working 
week. 
TABLE 15 
Frequency o f  Serv ing  P o t a t o e s  t o  Guests  
Auckland Wel l ing ton  Christchur,ch 
( %  Respondents Answering) 
(586)  (296)  (273) 
A l l  t h e  t ime 
Most of t h e  t ime 4 9 * 0 ) 8 9 . 3  4 0 . 3 )  :2::;90.5 ;:::;90.0 
Not Often 6 .7  5.7 6.2 
Never 0 .5  2.4 1.4 
N/A (No Gues t s )  3 .6  1.4 2.4 
The p r o p o r t i o n  o f  responden ts  i n d i c a t i n g  t h a t  t h e y  s e r v e d  e i t h e r  
b o i l e d  o r  mashed p o t a t o e s  t o  g u e s t s  was much lower t h a n  t h e  p r o p o r t i o n  
i n d i c a t i n g  t h e y  s e r v e d  t h i s  p o t a t o  form under normal meal s i t u a t i o n s  
(Table  16 c . f .  Tab le  11) .  The predominance of o t h e r  s e r v i n g  methods 
d i d  no t  however, i n c r e a s e .  Th is  i n d i c a t e s  t h a t  a  lower s t a t u s  i s  
a s s o c i a t e d  w i t h  b o i l e d  and mashed p o t a t o e s  t h a n  w i t h  o t h e r  s e r v i n g  
methods. The 1979 and 1982 r e s u l t s  a r e  v e r y  s i m i l a r .  
Boi led and mashed p o t a t o e s  were more o f t e n  s e r v e d  t o  g u e s t s  by o l d e r  
people  (over  55 y e a r s )  (Table  71, Appendix 2 ) .  No c l e a r  r e l a t i o n s h i p  w i t h  
age was apparen t  f o r  o t h e r  s e r v i n g  methods. 
Lower income househo lds  tended t o  s e r v e  b o i l e d  and mashed p o t a t o e s  t o  
g u e s t s  n o r e  t h a n  h i g h e r  income groups  (Table  72, Appendix 2 ) .  Baked 
p o t a t o e s  and p o t a t o  s a l a d s  were more o f t e n  s e r v e d  t o  g u e s t s  by middle t o  
h i g h e r  income househo lds  t h a n  by lower income h o u s e h o l d s .  
TABLE 16 
Method of Serving Potatoes to Guests 
Auckland Wellington Christchurch 
( %  Respondents ~nswering) 
I I 
Mashed 11.4 8.2 1 7.4 1 12.2 20.2 
1982 1979 
First Response (56 1 ) (482) 
Boiled 14.8 15.5 
Roasted 38.5 45.4 1 39.4 1 32.5 35.8 
Casseroled 2.9 0.8 1 l. 1 1 2.9 1.6 
1982 
(284 
25.0 
Potato Salad 3.7 1.4 1 1.8 1 3.7 0.8 
1982 1979 
(409) (362) 
18.3 20.4 
Chips 1.1  0.6 1 1.1 1 0.7 0.5 
Baked (Jacket ) 16.0 ) 
Baked (Other) 5.3 l2Is3 23:6 1 I j;26.2 16.6 
All Responses 
Boiled 34.4 
Other 6.2 4.5 
100.0 100.0 
Mashed 32.3 
Roasted 67.2 
5.3 
100.0 
Casseroled 7.8 
3 -4 4.1 
100.0 100.0 
Potato Salad 16.0 
Chips 6.6 
Baked (~acket ) 
Baked (Other) :;:;;42.4 
Other 13 .O 
3.7 Opinions on Potatoes 
Respondents were asked to indicate whether they agreed, disagreed 
or had no opinion on five statements. These statements and the responses 
are given in Table 17. 
There was a reasonably high degree of consistency between the centres 
with regard to the level of agreement with the statements. However, it 
could be considered that a higher proportion of Christchurch respondents 
indicated that they thought "that potatoes are good value for moneyf' 
whilst a higher proportion of Wellington respondents agreed with "we 
reduce our potato consumption to avoid getting fat". A further interest- 
ing response was the level of non--commitment with regard to statement 3 
where in excess of 40 per cent of respondents neither agreed nor disagreed 
TABLE 17 
Agreement wi th  Opinion S ta tements  
- 
Auckland 
1982 1979 
(586) (502) 
Agree a 
I. Compared wi th  o t h e r  t h i n g s  
today,  p o t a t o e s  a r e  good 
v a l u e  For money 77.2 81.3 
Disagree  b 
2 .  P o t a t o e s  a r e  e s s e n t i a l  f o r  
a  h e a l t h y  d i e t  
N e i t h e r  
3. P o t a t o e s  a r e  more n u t r i -  
t i o u s  than whi te  bread 52.3 62.2 1 1.2 9.9 140.5 27.9 
5. For a  r e s t a u r a n t  meal,  
p o t a t o e s  a r e  o u t  o f  p l a c e  5 .1  
4. We reduce our  p o t a t o  
consumption t o  avo id  
g e t t i n g  f a t  28.8 60.0 
Well ington 
( %  Respondents Answering) 
1982 1982 1982 
(296) 
Agree Disagree  Ne i the r  
53.3 27.7 
1982 1979 
(425) (4 14) 
Agree 
- 
iris t church  I 
Disagree  Ne i the r  t- 
" I 1  
b Agree" is  t h e  t o t a l  o f  "Agree" and "Agree S t rong ly t ' .  
" D i s a g r e e ' V s  t h e  t o t a l  o f  "Disagree" and "Disagree St rongly" .  
with the statement "potatoes are more nutritious than white bread". Overall, 
the results would indicate that potatoes have a relatively good image as a 
food item, with in excess of half the respondents indicating that they 
agreed with the first three statements, while a very low proportion agreed 
with the fifth statement, "for a restaurant meal, potatoes are out of place". 
However, between 26 per cent and 36 per cent of respondents indicated that 
they consider potatoes to be an element in inducing weight gain. This was 
a substantial reduction from the 1979 results, however, indicating that 
attitudes had changed. 
For the other statements, the 1979 and 1982 responses were similar. 
Although between 65  per cent and 70 per cent of respondents agreed 
with the statement "Potatoes are essential for a healthy diet", the response 
was highly related to the age of the head of the household (Table 73A, 
Appendix 2 ) .  Only approximately 40 per cent of the under 2 5  years head of 
household group agreed with the statement. This proportion rose steadily with 
the head of household age to approximately 75 per cent for the over 55 
years group. More of the younger group disagreed or neither agreed nor 
disagreed than the older groups. 
This response pattern continued for the statement "Potatoes are more 
nutritious than white bread" (Table 73B, Appendix 2 ) .  These results 
indicate that younger people are likely to be more willing to consume other 
foods as they do not regard potatoes as highly in terms of food value as 
older people do. 
The agreement and disagreement with the statenent "We reduce our 
potato consumption to avoid getting fatff was fairly evenly spread over 
all age groups (Table 73C, Appendix 2 ) .  
CHAPTER 4 
RESULTS - NEW POTATOES 
A high proportion of households indicated that they did eat new 
potatoes with 96.6 per cent of Auckland and Wellington households and 
97.2 per cent of Christchurch households indicating that they did 
(Question 27). 
4.1 Consumer Purchase Patterns 
In order to provide information on the substitutability between new 
and main crop potatoes, Question 28 asked, "When new potatoes are available, 
at an acceptable price, do you just buy new ones, or do you buy both new 
and old?". The response to that question is given in Table 18. 
TABLE 18 
New Potato Purchases with Main Crop Potatoes 
Auckland Wellington Christchurch 
( %  All Responses) 
(570) (285 (428) 
Buy only new 
Buy both 
Grow own 6.0 6.0 15.7 
The results indicate that approximately half of the respondents in 
each area would only purchase new potatoes while approximately 40 per cent 
of respondents would buy both new and old potatoes. The remaining respon- 
dents indicated that they grew their own new potatoes and therefore did 
not purchase them. It should be noted that this question was only asked 
of respondents who indicated that they did eat new potatoes, therefore 
there was no option for only purchasing old or main crop potatoes. 
In both Wellington and Auckland, a higher proportion of younger 
rI  head of household" respondents indicated they would purchase only new 
potatoes rather than both, than did older "head of household" respondents. 
In Christchurch, the proportions were similar over all age groups (Table 
74, Appendix 2). 
It was anticipated that higher income households would be more inclined 
to buy only new potatoes rather than both new and old as a result of the 
higher price for new potatoes. However, this was not supported by the 
analysis (Table 75,, Appendix 2) indicating that the price factor does not 
appear to be very important, This result is consistent with the results 
presented in Table 62 (Appendix 2)  where consumption changes following a 
price change were not related to income. 
I n  o r d e r  t o  a s s e s s  t h e  purchas ing  p a t t e r n  f o r  new p o t a t o e s ,  r esponden ts  
were asked t o  i n d i c a t e  t h e  q u a n t i t y  t h e y  would u s u a l l y  buy each t ime and 
how o f t e n  t h e y  would purchase  t h i s  s i z e  bag. T h i s  purchase  p a t t e r n  was 
e s t a b l i s h e d  g iven  a n  e s t i m a t e d  average  p r i c e  f o r  new p o t a t o e s  which w a s  
r e l e v a n t  f o r  each c e n t r e .  The normal purchase  q u a n t i t y  response  i s  g i v e n  
i n  Table  19 and t h e  f requency  o f  purchase  i s  g i v e n  i n  Tab le  20. 
TABLE 19 
New P o t a t o  Purchase  Q u a n t i t y  
Auckland W e l l i n g t o n  C h r i s t c h u r c h  
( %  Respondents Answering) 
(533)  ' (268)  (369) 
Weighted average 
q u a n t i t y  (kg)  5 . 6  5 .2  5.4 
TABLE 20 
New P o t a t o  Purchase  Frequency 
Auckland Wel l ing ton  C h r i s t c h u r c h  
(530 (268)  (367) 
Week1 y  
F o r t n i g h t l y  
Monthly 
Once /Season 
(12 weeks) 
Average Purchase  
Frequency (weeks) 1.7 2.0 1.6 
With regard to purchase quantity, the predominance in each centre of 
purchases of less than 9 kg was more strongly emphasised than the results 
for main crop potatoes indicated (see Table 3) with approximately 13 per 
cent more Auckland respondents, 32 per cent more Wellington respondents 
and 23 per cent more Chrlstchurch respondents indicating their purchases of 
new potacoes would be of less than 9 kg than indicated for main crop 
potatoes. In addition, the movement to purchases of between one and two kg 
was even greater with this movement being more predominant for Christchurch 
respondents. However, although smaller packages were purchased, the fre- 
quency of purchase also increased. From Table 20 it can be seen that 
approximately 69 per cent of Auckland and Wellington households and 75 per 
cent of Christchurch households purchased new potatoes either weekly or 
fortnightly. This compares with 57 per cent of Auckland respondents, 
49 per cent of Wellington respondents and 42 per cent of Christchurch 
respondents indicating they purchased main crop potatoes on a weekly or 
fortnightly basis. The increase from the main crop to the new crop 
purchase frequency was approximately 13 percentage points for Auckland 
respondents, 20 percentage points for Wellington respondents and 33 
percentage points for Christchurch respondents (see Table 2). 
4.2 Price Sensitivitv 
When respondents were asked to provide their reaction to suggested 
price changes, a higher level of price sensitivity was experienced than 
for maincrop potatoes. The indicated movement in purchase patterns for 
new potatoes is given in Table 21. 
TABLE 2 1 
Price Sensitivity -New Potatoes 
-- pp 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
Price Doubled (536) (269) (369) 
Buy: More - 
Same 30.8 29.0 43.1 
Less 69.2 7 1 .O 56.9 
100.0 100.0 100.0 
Price Down by Third 
Buy: More 19 .O 24.2 22.5 
Same 79.7 75.1 77.5 
Less 1.3 0.7 - 
100.0 100.0 100.0 
Price Halved 
Buy: More 
Same 
Less 
The results show that where a doubling of price was suggested, only 
between 29 and 43  per cent of respondents indicated they would continue 
to buy the same quantity as they would before the price change. Auckland 
and Wellington respondents were very similar in their response while a 
higher proportion of Christchurch respondents indicated that their purchase 
would remain the same. This compares with the result given in Table 10 
where between 52  and 61 per cent of respondents indicated that their 
purchases of main crop potatoes would remain the same after the price 
doubled . 
All age groups had a similar response to a price increase as did all 
income groups (~ables 61 and 6 2 ,  Appendix 2 ) .  
Where the price decreased by one third, approximately 20 per cent of 
respondents indicated that they would purchase more new potatoes (Table 21) 
while only between 7.5 per cent and 12.6 per cent of respondents indicated 
they would purchase more main crop potatoes when the price fell by 25 per 
cent  a able 1 0 ) .  When the price of potatoes was halved, between 25.4  per 
cent and 36.2  per cent of respondents indicated they would purchase more 
new potatoes, while only between 10 per cent and 16.4 per cent of 
respondents indicated they would purchase more main crop potatoes. 
This result indicates that there is a higher level of price sensitivity 
associated with new potatoes than for main crop potatoes. The implication 
of this is that pricing structures for new potatoes are a more important 
factor in influencing new potato consumption than is the case for main 
crop potatoes. 
4 - 3  Serving Methods 
The predominant method of serving new potatoes was boiled  a able 2 2 ) .  
Other methods of serving new potatoes were relatively unimportant. 
This indicates the significance in perceived product features between new 
and main crop potatoes in that new crop potatoes were assessed by 
respondents as being most acceptable with one serving method while main 
crop potatoes required a range of serving methods in order to maintain 
their acceptability. 
TABLE 22 
New Potato Serving Methods 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
( 5 6 7 )  ( 3 0 0 )  ( 425  
Boiled 
Roasted 
Baked 
S teamed 
Mashed 
Fried Leftover 
Potato Salad 
Chips 
Other 
All Responses 
Boiled 
Roasted 
Baked 
Mashed 
Steamed 
Fried Leftover 2.3 3.1 6 . 7  
Potato Salad 8 .6  6.6 10.0 
Chips 2.6  1.4 1.9 
Other 4 . 4  1.4 3.5 

CHAPTER 5 
RESULTS - PROCESSED POTATOES 
An important part of the potato market is the processed potato sector. 
Accordingly, it was decided that it would be appropriate for a range of 
questions to be asked of consumers relating to their experience with pro- 
cessed potatoes. Those questions were questions 21-26 in the survey. 
Table 23 presents the proportion of respondents buying each of the 
four processed potato types that were considered. 
TABLE 23 
Processed Potato Purchases 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
1982 1979 1982 1982 1979 
(600) (506) (300) (428) (4 15) 
Frozen French Fries 
Hot Takeaway Chips 
Potato Crisps 
Dehydrated Potatoes 7.3 - 9.0 9.6 - 
Relatively consistent responses were received from the three centres. 
Hot takeaway chips and potato crisps were the most important processed 
products with approximately 70 per cent of respondents having purchased 
them over the "past couple of years". Frozen french fries were purchased 
by approximately 40 per cent of respondents while dehydrated potatoes 
were purchased by only a small proportion. There was little difference 
between the 1979 and 1982 survey results. 
5. 1 Frozen French Fries 
Respondents were asked to provide their reason for purchasing frozen 
french fries, hot takeaway chips and dehydrated potatoes "rather than cook 
fresh potatoes". Table 24 provides the response to that question for 
frozen french fries. 
The most predominant reason, which was consistent over the three 
centres, was convenience. This was followed by "lack of preparation time" 
with approximately 25 per cent of respondents giving that reason as their 
first response. 
TABLE 24 
Frozen French Fries Purchase Reasons 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
First Response (246) (102) (194) 
Lack of time 
Taste 
Convenience 
Poor Quality 
Ran Out 
Trying Out 
Other 
Respondents were asked whether their consumption of processed produc-ts 
had increased or decreased over the past "couple of years". Table 25 
provides the response for frozen french fries. 
TABLE 25 
Frozen French Fries Consumption Patterns 
Auckland Wellington Christchurch 
( 2  Respondents Answering) 
(245) ( 103) (176) 
Consumption Increase 10.6 
Consumption Decrease 35 .9  
Consumption Same 53.5  
Approximately one third of respondents indicated that their consumption 
had decreased over the period, while slightly in excess of half the respon- 
dents indicated that their consumption had remained the same. Only between 
I0 and 16 per cent of respondents indicated that their consumption had 
increased. These results were consistent over the three centres. 
For those respondents who indicated that their consumption of frozen 
french fries had increased, the reason for the increase was asked. The 
response to that question is given in Table 26. 
TABLE 26 
Frozen French Fries Purchase Increase Reasons 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(26) (17) (25) 
Convenient 
Like 
More Children 
Other 
The most.important reason given in Auckland and Christchurch was the 
convenience associated with the product with increased children being the 
main reason in Wellington and "liking the product" being a significant 
reason as well. 
For those people whose consumption of frozen french fries had decreased, 
the major reason was a dislike of the product with the expense, less family 
members and the ability to make their own french fries being important 
reasons. Of importance in the Christchurch area was the perception that 
a decrease in frozen french fries consumption would assist in dieting. 
These results are given in Table 27. 
TABLE 2 7 
Frozen French Fries Purchase Decrease Reasons 
Auckland Wellington Christchurch 
( %  Respondents ~nswering) 
(89) (27) (56) 
Less Family 10.1 1 1 . 1  23.2 
Diet 4.5 7.4 17.9 
Dislike 41.6 37.0 32. 1 
Expensive 20.2 29.6 10.7 
Make Own 14.6 11.1 8.9 
Other 9.0 3.8 7.2 
100.0 100.0 100.0 
Of those people who purchased frozen french fries, 59.6 per cent of 
Auckland respondents, 67.1 per cent of Wellington respondents and 61.3 
per cent of Christchurch respondents indicated that they did not have a 
brand preference. Where a brand preference was held, the most predominant 
brand preferred was Watties. These results are given in Table 28. 
TABLE 28 
Brand Preference for Frozen French Fries 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
( 156) (70) ( 1 1 1 )  
Watties 2 1.4 17.2 18.0 
Jim Bull 1 1 . 1  4.3 13.5 
Edgells - 7.1 - 
Others 7.9 4.3 7.2 
No Brand Preference 59.6 67.1 61.3 
100.0 100.0 100.0 
5.2 Hot Takeaway Chips 
The major reason given for purchasing hot takeaway chips instead of 
using fresh potatoes was the convenience associated with the product and 
a lack of preparation time (Table 29). 
TABLE 29 
Hot Takeaway Chips Purchase Reasons 
Auckland Wellington Christchurch 
( %  Respondents ~nswering) 
(459 (2 18) (282) 
Lack of time 18. 1 17.0 18.4 
Taste 3.7 12.4 11.7 
Convenience 64. 1 58,7 61.0 
Other 8.2 6.5 5.5 
Between 65 per cent and 74 per cent of respondents indicated that 
their consumption of hot takeaway chips had remained the same over the 
last couple of years. Between 18 per cent and 27 per cent of respondents 
indicated that their consumption had decreased while only approximately 
8 per cent of respondents indicated that their consumption had increased 
(Table 30). 
TABLE 30 
Hot Takeaway Chips Consumption Patterns 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(462) (2 18) (286 
Increase 
Decrease 
Same 
The major reason for increased consumption was the addition of children 
to the family while convenience was a significant reason also. Proximity 
to the sales outlet was also given as a reason for increased consumption 
by Auckland and Wellington respondents, but did not appear to be as important 
for Christchurch respondents (Table 31). 
TABLE 3 1 
Hot Takeaway Chips Purchase Increase Reasons 
Auckland Wellington Christchurch 
( 2  Respondents ~nswering) 
(38) (17) (23) 
Convenient 
Like 
More Children 
Proximity 
Other 
Table 32 indicates that the expense associated with hot takeaway chips 
was the most significant reason for a decrease in consumption while less 
people in the family was also significant. Reduced hot takeaway chip con- 
sumption was also linked with dieting, especially in Christchurch  able 32). 
TABLE 32 
Hot Takeawav C h i ~ s  Purchase Decrease Reasons 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
( 106) (36) (71) 
Less family 
Diet 
Dislike 
Make Own 
Expensive 
Other 
From Table 33 it can be seen that approximately three--quarters of 
respondents purchase hot takeaway chips to eat at home. This indicates 
that this product is seen as a replacement for a home meal rather than 
as a snack food by the majority of respondents. 
TABLE 33 
Hot Takeaway Chips Place of Consumption 
Auckland Wellington Christchurch 
( %  Respondents ~nswering) 
(463) (2 17) (286) 
Take Home 73.7 77.9 77.3 
Elsewhere 26.3 22.1 22.7 
100.0 100.0 100.0 
5.3 Potato Crisps 
Between 65 per cent and 75 per cent of respondents indicated that 
their consumption of potato crisps had remained the same over the past 
two years. Between 12 and 19 per cent of respondents indicated that 
their consumption had increased while between 12 and 18 per cent of 
respondents indicated that their consumption had decreased.. These 
results are given in Table 34. 
TABLE 34 
Potato Crisps Consumption Patterns 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(468 (199) (303) 
Increase 12.8 12.6 19.5 
Decrease 18.4 12.6 15.2 
Same 68.8 74.8 65.3 
100.0 100.0 100.0 
This result indicates a probable stable market situation with approx- 
imately equal numbers increasing their consumption as were decreasing their 
consumption. 
The predominant reason given for increased' potato chip consumption 
was the addition of more children to the family, with liking the product 
and additional entertainment being significant in the Christchurch area 
(Table 35). 
TABLE 35 
Potato Crisps Consumption Increase Reasons 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(60) (25) (58) 
Convenient 3.3 
Like 5.0 
More Children 63.3 
More Entertainment 6.7 
Other 21.7 
The main reason given for decreased potato crisp consumption was a 
reduction in family size (Table 36) with dieting, product dislike and 
expensive being significant reasons also. 
TABLE 36 
Potato Crisps Consumption Decrease Reasons 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
(85) (24 (39) 
Less family 
Diet 
Dislike 
Entertain less 
Expensive 
Other 
Respondents were asked to indicate whether their potato crisps were 
usually bought as part of their groceries or at other times (Question 24). 
Table 37 provides the response to that question from those who did purchase 
potato crisps. 
TABLE 37 
Potato Crisps Purchase Time 
Auckland Wellington Christchurch 
( %  Respondents ~nswering) 
(473) (206) (3 15) 
With groceries 
At other times 44.6 51.9 52 .4  
Both 8.7 10.7 8.2 
100.0 100.0 100.0 
For Auckland respondents, there was an approximately equal indication 
that crisps were purchased with groceries as at other times. In Wellington, 
however, approximately 52 per cent of respondents indicated they purchased 
potato crisps "at other times" while only 37 per cent indicated that they 
were purchased with groceries. In Christchurch, the proportions were 
similar to those in Wellington. Between 8 per cent and 1 1  per cent of 
respondents purchased potato crisps both with their groceries and at other 
times. This indicates an appeal of potato crisps as both snack type, 
compulsive buying items as well as more continuously bought grocery 
items. 
5.4 Dehydrated Potatoes 
Respondents indicated that they purchased dehydrated potatoes mainly 
because of the convenience associated with the product and the use of the 
product in camping  able 3 8 ) .  
TABLE 38 
Dehydrated Potato Purchase Reasons 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
( 4 5  ) ( 2 7 )  ( 4 6  ) 
Lack of time 13.3 7  - 4  8  7  
Taste 6 .7  3 .7  8 . 7  
Convenience 37 .8  51 .9  58 .7  
Ran out 6.7 7 . 4  4 . 3  
a 
Other 35.5 29 .6  19.6 
100.0 100.0 100 .0  
a 
Mostly camping 
The majority of respondents indicated that their consumption- of 
dehydrated potatoes had remained the same over the past two years; however, 
28.6  per cent of Auckland and Christchurch respondents indicated that 
their consumption of dehydrated potatoes had decreased (Table 3 9 ) .  
TABLE 39 
Dehydrated Potato Consumption Patterns 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
( 4 2  ( 2 4 )  ( 4 2  ) 
Increase 14.3 8 . 3  9 . 5  
Decrease 28.6 4 . 2  28 .6  
Same 57 .1  87 .5  6  1.9 
100.0 100.0 100.0 
The number of respondents indicating a change in their consumption 
patterns was too low for an effective analysis to be carried out of the 
reasons for their consumption change. 

CHAPTER 6 
RESULTS - POTATO MEDIA RECALL 
Respondents were asked "where have you heard, seen or read anything 
about potatoes" (Question 32). The response to this question is given in 
Table 40. The predominant first response, which was made by between 35 per 
cent and 50 per of respondents, was that they had not seen anything about 
potatoes anywhere. The next highest response was for newspapers where 
between 17 per cent and 22 per cent of respondents gave this as their 
first response while cookbooks and recipes were given by Wellington and 
Christchurch respondents as a significant first response. Alison Holst 
received a response rate of between 0.2 per cent and 0.5 per cent by 
respondents. 
TABLE 40 
Media Recall 
Auckland Wellington Christchurch 
( %  Respondents Answering) 
1982 1979 1982 1982 1979 
First Response (600) (506) (300) (425) (415) 
Newspaper 
Magazine 
Alison Holst 
TV/Radio 
Dr Turbott 
Dieticians 
Cookbook/Recipes 
Nowhere 
a 
Other 
All Responses 
Newspaper 
Magazine 
Alison Holst 
TV/Radio 
Dr Turbott 
Dieticians 
Cookbook/Recipes 
Nowhere 
Other 'a 
a Mostly gardening books, outlet advertising or health books. 
41. 
On a n  a l l  r e s p o n s e s  b a s i s ,  t h e  r e l a t i v e  p r o p o r t i o n s  of the s o u r c e s  o f  
i n f o r m a t i o n  were s i m i l a r  t o t h o s e  g i v e n  f o r  t h e  f i r s t  r e sponse .  However, 
magazines and TV/Radio became more s i g n i f i c a n t .  
Respondents were t h e n  asked whether  t h e y  had seen  t h e  "pamphlet o f  
summer r e c i p e s  by A l i s o n  Hols t "  and were shown t h e  r e l e v a n t  pamphlet .  
Only 3.5 p e r  c e n t ,  3 .0  p e r  c e n t  and 4 . 7  p e r  c e n t  of Auckland, Wel l ing ton  
and C h r i s t c h u r c h  responden ts  r e s p e c t i v e l y  i n d i c a t e d  t h a t  t h e y  had s e e n  t h e  
pamphlet. Of t h o s e  who had seen  t h e  pamphlet ,  o n l y  a  v e r y  smal l  p r o p o r t i o n  
had t r i e d  any o f  t h e  r e c i p e s  and o u t  o f  t h e  t o t a l  su rvey  o n l y  t h r e e  respon- 
d e n t s  i n d i c a t e d  t h a t  t h e y  had i n c r e a s e d  t h e i r  consumption a s  a  r e s u l t  o f  
t h i s .  
CHAPTER 7 
RESULTS - SAMPLE STATISTICS 
The following tables (Tables 4 1 ,  42 and 4 3 )  present the breakdown of 
the sample taken in the three centres and compares them with the 1981 New 
Zealand Census results. 
TABLE 4 1 
Age of Respondents 
N.Z. Census Auckland Wellington Christchurch 
198 1 ( %  Respondents Answering) 
Head of Household: ( 6 0 0  ( 3 0 0  ( 4 2 8 )  
<25 years 9.1  7 . 8  10.4 7 . 1  
25-29 years 10.4 10.5 8 . 4  11.8 
30-39 years 23.3 25.7 22 .1  21.7 
4 0 - 4 9  years 15.4 20 .7  20 .1  18.6 
50-59 years 16.0 12.3 18.0 15.8 
60-65  years 7 . 5  8 . 0  7 . 0  10.8 
' 6 5  years 18.3  15.0 14.0 14.2 
100.0 100.0 100.0 , 100.0 
TABLE 42 
Number of Occupants in House 
N.Z. Census Auckland Wellington Christchurch 
198 1 ( %  Respondents Answering) 
( 6 0 0 )  ( 3 0 0  ( 4 2 8 )  
1-2 people 
3 4  people 
>4 people 
TABLE 43 
Occupation of Head of Household 
N.Z. Census Auckland Wellington Christchurch 
198 1 ( %  Respondents Answering) 
(475 (278) (387) 
Retired 29.4 16.2 ' 23.0 30.2 
Professional / 
Managerial 15.4 
Clerical 21.3 24.0 33.1 23.3 
Trades 33.9 35.0 20.5 22.7 
The statistics indicate a close correlation between the survey 
results and that indicated by the 1981 Census.. Confidence in the repre- 
sentation of the results presented in this section as a true reflection 
of the Auckland, Wellington and Christchurch populations can therefore 
be upheld. 
Tables 76 and 77 (Appendix 2) provide a cross-sectional analysis 
of the sample in terms of the age of the head of the household and the 
household income. 
CHAPTER 8  
CONCLUSIONS AND IivlPLICATIONS 
8 .1  Main Crop P o t a t o e s  Compared With New P o t a t o e s  
As was a n t i c i p a t e d  d u r i n g  t h e  d e s i g n  o f  t h e  r e s e a r c h  and t h e  su rvey  
q u e s t i o n n a i r e ,  t h e r e  have emerged c l e a r  d i f f e r e n c e s  between t h e  consumer 
a t t i t u d e  t o  main c r o p  p o t a t o e s  and new p o t a t o e s .  These d i f f e r e n c e s  have 
been expressed  i n  t h e  d i f f e r e n t  consumer purchase  p a t t e r n s  t h a t  have 
emerged i n  t h a t  approx imate ly  h a l f  t h e  responden ts  i n d i c a t e d  t h a t  they  
purchase  new p o t a t o e s  o n l y  ( s e e  Tab le  18) when new p o t a t o e s  a r e  a v a i l a b l e ,  
t h e r e  i s  a  tendency f o r  purchases  o f  new p o t a t o e s  t o  o c c u r  more f r e q u e n t l y  
t h a n  f o r  main c r o p  p o t a t o e s  (Table  20 compared w i t h  Tab le  2 )  and t h e r e  i s  
a  s i g n i f i c a n t l y  h i g h e r  p r o p o r t i o n  of responden ts  p u r c h a s i n g  s m a l l e r  q u a n t i t i e s  
of new p o t a t o e s  t h a n  main c r o p  p o t a t o e s  a t  each purchase  (Tab le  19 compared 
w i t h  Table 3 ) .  
The d i f f e r e n c e  i n  a t t i t u d e  t o  t h e  two types  o f  p o t a t o e s  was a l s o  
e x h i b i t e d  by t h e  d i f f e r e n t  r e a c t i o n  t o  p r i c e  changes .  Where p r i c e s  of 
p o t a t o e s  were doubled,  between 39 and 48 per  c e n t  o f  r e s p o n d e n t s  i n d i c a t e d  
t h e y  would purchase  l e s s  main c r o p  p o t a t o e s  whereas between 57 per  c e n t  and 
71 per  c e n t  of r esponden ts  i n d i c a t e d  t h e y  would purchase  l e s s  new p o t a t o e s .  
Where p r i c e s  were h a l v e d ,  between 10 and 16 p e r  c e n t  o f  r esponden ts  i n d i c a t e d  
t h e y  would buy more main c r o p  p o t a t o e s  whi le  between 25 p e r  c e n t  and 36 p e r  
c e n t  o f  r esponden ts  i n d i c a t e d  t h e y  would buy more new p o t a t o e s .  Th i s  ind i -  
c a t e s  t h a t  new p o t a t o  consumption i s  more c l o s e l y  r e l a t e d  t o  p r i c e  f a c t o r s  
t h a n  i s  consumption o f  main c r o p  p o t a t o e s .  I n  o t h e r  words,  new p o t a t o e s  have 
a  d i f f e r e n t  demand curve  a s s o c i a t e d  w i t h  them than  i s  t h e  c a s e  f o r  main c r o p  
p o t a t o e s .  
The d i s s i m i l a r i t y  between main c r o p  p o t a t o e s  and new p o t a t o e s  was 
cont inued i n  t h e  response  t o  t h e  q u e s t i o n  on s e r v i n g  methods. For new 
p o t a t o e s ,  t h e  o n l y  s i g n i f i c a n t  s e r v i n g  method was b o i l e d .  T h i s  was indi-  
c a t e d  by i n  e x c e s s  o f  96 p e r  c e n t  o f  r esponden ts  ( s e e  Tab le  2 2 ) .  I n  c o n t r a s t ,  
f o r  main c r o p  p o t a t o e s ,  a much wider  range of s e r v i n g  methods was given by 
responden ts  ( s e e  Tab le  11) .  
Taken t o g e t h e r ,  t h e s e  f a c t o r s  of purchase p a t t e r n s ,  p r i c e  s e n s i t i v i t y  
and s e r v i n g  methods i n d i c a t e  a  c o n s i d e r a b l e  d i f f e r e n c e  i n  t h e  a p p r e c i a t i o n  
by consumers o f  main c r o p  p o t a t o e s  and new p o t a t o e s .  It i s  t h e r e f o r e  
apparen t  t h a t  a c t i v i t y  from a  p roduc t ion  and marke t ing  p o i n t  o f  view should 
t a k e  t h e s e  d i f f e r e n c e s  c l e a r l y  i n t o  account  i n  p l a n n i n g  and d e s i g n i n g  
market a c t i v i t i e s .  
A s  t h e  two t y p e s  o f  p o t a t o  must be cons idered  a s  d i f f e r e n t  p roduc t s ,  
t h e  remaining p a r t s  o f  t h i s  Chapter  p r e s e n t  t h e  c o n c l u s i o n s  and i m p l i c a t i o n s  
f o r  t h e  two produc t  t y p e s  s e p a r a t e l y .  
8 . 2  Main Crop P o t a t o e s  
It i s  a p p a r e n t  t h a t ,  i n  l i n e  w i t h  t h e  move t o  purchase  o f  food p r o d u c t s  
from supermarkets ,  p o t a t o  purchas ing  from supermarkets  h a s  i n c r e a s e d  and 
h a s  cont inued t o  dominate t h e  source  of p o t a t o  s u p p l i e s  t o  consumers. The 
importance of t h e  supermarket  i s  most e v i d e n t  i n  t h e  Auckland a r e a ,  b u t  
i n  bo th  Wel l ington and C h r i s t c h u r c h  t h e  supermarket i s  t h e  predominant s o u r c e .  
T h i s  impl ies  t h a t  t h e r e  i s  a  need t o  f u l l y  unders tand  t h e  o p e r a t i o n  of t h e  
supermarkets  w i t h  r e g a r d  t o  p o t a t o  hand l ing  and s a l e s  and t o  ensure  t h a t  t h e  
product is presented in a manner that is most relevant to the supermarket 
handling system. 
The factors of purchase frequency and of purchase quantity must be 
considered in conjunction with the outlet from which potatoes are being 
purchased. It is apparent that the majority of potato purchases are made 
on either a weekly or fortnightly basis. This is more apparent for Auckland, 
which corresponds to the higher usage of supermarkets as an outlet for 
potatoes in that area. Again, there is a higher proportion of respondents 
who purchase smaller packs of potatoes (i.e. less than 10 kg packs) in the 
Auckland area than in Wellington and Christchurch. This is reflected in 
the average size of the pack purchased in Auckland at less than 8 kg versus 
approximately 10 kg in Wellington and Christchurch (Table 3). The growth 
in supermarket usage in the Christchurch area is also reflected in the 
increase in sales of smaller packs in Christchurch between 1979 and 1982. 
Overall, these results indicate a predominance of the supermarket in 
the supply of potatoes to consumers. As a consequence, the importance of 
pre--pack potatoes has risen over-past years and could be expected to continue 
to increase as the supermarkets take a larger proportion of the overall 
consumer food market. This implies that there is a need for the potato 
promotion and product development strategies to concentrate on pack sizes of 
10 kg and less. Labelling requirements, quality descriptions and package 
design factors must therefore be applied to the smaller packs rather than 
the 20 kg bag size. A further feature of importance, is the level of 
purchase frequency given by consumers. From Table 2, it can be observed 
that the average purchase frequency is approximately once every two weeks 
for the three regions. This implies that home storage of potatoes is 
relatively limited and that potato packaging may not necessarily need to be 
designed to provide for long periods of consumer storage. However, this 
does not imply that storage features of packaging should be overlooked when 
considering the need to store potatoes prior to consumer purchase. 
When respondents were asked to identify the potato features they "looked 
for" when purchasing potatoes, a difference between the Auckland respondents 
and the Wellington and Christchurch respondents was noticed. It would 
appear that Auckland respondents place a greater emphasis on the size of 
the potatoes, lack of dirt and lack of greening than do Wellington and 
Christchurch respondents. In addition, Auckland and Wellington respondents 
had a greater preference for "freshness" than did Christchurch respondents 
while Wellington and Christchurch respondents indicated that they sought 
"firmness" more than did Auckland respondents. For Christchurch respondents, 
lack of dirt was given by a lower proportion of respondents than for either 
Auckland or Wellington. These results tend to indicate that there is a 
difference between the product perceptions by consumers in the three centres 
studied. This indicates that there could be a need for potato promotion 
activities that are designed on a regional basis rather than on a national 
basis. Also, the degree of attention to particular product features that 
is included in the product design aspects of potato production and packaging 
and potato promotional programmes may need to differ between centres. 
The difference between centres in terms of the potato features that were 
sought continued in the definition of acceptable potato sizes (Table 5 ) .  
Christchurch respondents were less in favour of main crop potatoes of a 
diameter of less than 50 mm than were respondents from Auckland and 
Wellington,while for new potatoes, Christchurch respondents were more in 
favour of product with a diameter of less than 30 mm than Auckland and 
Wellington respondents. For main crop potatoes, this implies that a 
different grading standard may be acceptable in the Christchurch area with 
regard to potato size than elsewhere. 
A f u r t h e r  a r e a  o f  d i f f e r e n c e  between t h e  t h r e e  c e n t r e s  was t h e  d e s i r e  
of r esponden ts  f o r  t h e  i n d i c a t i o n  of t h e  p o t a t o  v a r i e t y  on t h e  pack.  I n  
excess  of 80 p e r  c e n t  o f  C h r i s t c h u r c h  households  i n d i c a t e d  t h a t  t h e y  d i d  
want t h e  v a r i e t y  g i v e n  on t h e  pack, w h i l e  o n l y  67 pe r  c e n t  o f  Wel l ing ton  
households and 55 p e r  c e n t  o f  Auckland households  i n d i c a t e d  t h i s .  T h i s  
f u r t h e r  i m p l i e s  t h e  p o s s i b l e  need f o r  pack d e s i g n s  which a r e  r e l e v a n t  t o  
each r e g i o n .  
A h igh p r o p o r t i o n  o f  responden ts  i n d i c a t e d  t h a t  t h e y  had compla in t s  a b o u t  
t h e  p o t a t o e s  t h a t  t h e y  had purchased.  These c o m p l a i n t s  covered a  wide r a n g e  
of problem a r e a s  b u t  t h e  main i s s u e s  were r o t t e n n e s s ,  g reenness ,  and "b lack  
s p o t s "  ( e s p e c i a l l y  i n  C h r i s t c h u r c h ) .  T h i s  i n d i c a t e s  t h a t  t h e r e  i s  a  h i g h  
degree  o f  d i s s a t i s f a c t i o n  w i t h  t h e  product  and i m p l i e s  t h a t  a c t i o n  t o  improve 
t h e  product  q u a l i t y  would be an important  p a r t  o f  any ongoing programme i n  
t h e  p o t a t o  i n d u s t r y .  
However, improvements i n  product  q u a l i t y  shou ld  n o t  be assumed t o  
a u t o m a t i c a l l y  r e s u l t  i n  i n c r e a s e s  i n  p o t a t o  demand. Respondents were asked  
i f  they  would buy more p o t a t o e s  i f  t h e i r  q u a l i t y  was guaran teed .  Only 
between 25 and 28 p e r  c e n t  o f  r esponden ts  agreed  t h a t  t h e y  would purchase  
more. Th is  i m p l i e s  t h a t  t h e  p r e s e n t  l e v e l  o f  p o t a t o  consumption i s  n o t  
a d v e r s e l y  a f f e c t e d  by p o t a t o  q u a l i t y  t o  a  s i g n i f i c a n t  degree .  It may be 
i n  f a c t ,  t h a t  p u r c h a s e s  o f  p o t a t o e s  cou ld  d e c r e a s e  i n  volume w i t h  improve- 
ments i n  q u a l i t y  a s  p o t a t o  consumers a d j u s t  t h e i r  purchase  p a t t e r n s  t o  
o n l y  buy t h e  same n e t  q u a n t i t y  of b e t t e r  q u a l i t y  produce a s  t h e y  were 
p r i o r  t o  improvements i n  q u a l i t y  t a k i n g  p l a c e .  T h i s  i m p l i c a t i o n  i s  f u r t h e r  
r e i n f o r c e d  by t h e  r e s p o n s e  t o  t h e  q u e s t i o n  which asked  whether r e s p o n d e n t s  
were i n  favour  o f  r e q u i r i n g  a l l  p o t a t o e s  t o  be g raded  t o  a  guaran teed  
q u a l i t y ,  even i f  i t  meant a  one t h i r d  i n c r e a s e  i n  p r i c e .  Between 58 and 
67 per  c e n t  o f  r esponden ts  were i n  favour  o f  t h i s .  T h i s  i n d i c a t e s  t h a t  
a l though  p o t a t o  consumption may n o t  i n c r e a s e  a s  a  r e s u l t  of improved p o t a t o  
q u a l i t y ,  t h e  r e t u r n  f o r  b e t t e r  q u a l i t y  produce i s  l i k e l y  t o  be h i g h e r  w i t h o u t  
any damage t o  p o t a t o  consumption volume. T h i s  c o n c l u s i o n  i s  dependent 
upon t h e  achievement o f  an  adequate  p r i c i n g  sys tem which p rov ides  a  t r u e  
r e f l e c t i o n  of t h e  v a l u e  o f  t h e  h i g h e r  q u a l i t y  p r o d u c t .  
The f a c t o r s  i n c l u d e d  i n  t h e  g rad ing  s t a n d a r d s  pu t  forward by t h e  
P o t a t o  Board were a s s e s s e d  a s  be ing  impor tan t  by most r esponden ts .  Al though 
a  rank ing  o f  t h e  d e g r e e  of importance of each f a c t o r  i n d i c a t e s  t h r e e  p o s s i b l e  
l e v e l s  o f  importance,  w i t h  d i s e a s e  and d r y  r o t ,  p e s t  damage, w i t h e r e d  and 
s p r o u t i n g  and t u b e r  moth b e i n g  i n  t h e  h i g h e s t  l e v e l  o f  importance,  a l l  t h e  
f a c t o r s  should  be  i n c l u d e d  i n  any g rad ing  system.  
I n  o r d e r  t o  a s s e s s  t h e  r e a c t i o n  of consumers t o  p o s s i b l e  p r i c e  changes  
and,  from t h a t ,  t o  e n a b l e  a  c l e a r e r  i d e n t i f i c a t i o n  o f  t h e  a t t i t u d e  o f  con- 
sumers t o  p o t a t o e s ,  a  q u e s t i o n  was asked i n  t h e  s u r v e y  which r e q u i r e d  
responden ts  t o  p rov ide  t h e i r  r e a c t i o n  i n  terms o f  q u a n t i t y  purchased when 
t h e  e x i s t i n g  p r i c e  l e v e l  was doubled,  reduced by a  q u a r t e r  and ha lved .  
The r e s u l t  from t h a t  q u e s t i o n  i n d i c a t e d  a  r e l a t i v e l y  low l e v e l  of p r i c e  
s e n s i t i v i t y .  When p r i c e s  were doubled,  i n  e x c e s s  o f  h a l f  t h e  responden ts  
i n d i c a t e d  t h a t  t h e y  would s t i l l  purchase  t h e  same q u a n t i t y  and when p r i c e s  
were reduced,  i n  e x c e s s  of 80  p e r  c e n t  i n d i c a t e d  t h a t  t h e y  would c o n t i n u e  
t o  buy t h e  same q u a n t i t y .  T h i s  shows t h a t  consumers regard  p o t a t o e s  a s  
a  r e l a t i v e l y  s t a p l e  i t e m  of  t h e  d i e t  and t h a t  t h e  p r i c e  l e v e l  h a s  l i t t l e  
t o  do w i t h  t h e i r  consumption l e v e l .  It cou ld  be concluded t h a t  t h e  p r i c e  
l e v e l  i s  low enough a t  p r e s e n t  f o r  t h e  p r i c e  f a c t o r  t o  be a  r e l a t i v e l y  
i n s i g n i f i c a n t  i t e m  i n  i t s  i n f l u e n c e  on t h e  volume o f  purchase  d e c i s i o n .  
Long term t a s t e  and h a b i t  f a c t o r s  would appear  t o  have a  l a r g e r  e f f e c t  
on p o t a t o  consumption l e v e l s  than  does t h e  p r e s e n t  p r i c e  of t h e  p roduc t .  
T h i s  would t end  t o  imply t h a t  p r i c e  changes have v e r y  l i t t l e  e f f e c t  on t h e  
consumption l e v e l  and i t  c o u l d  be f u r t h e r  concluded t h a t  a  g e n e r a l  r i s e  i n  
t h e  p r i c e  of p o t a t o e s  would have o n l y  a  smal l  e f f e c t  upon consumption.  T h i s  
c o n c l u s i o n  i s  f u r t h e r  r e i n f o r c e d  by t h e  r e s u l t  which i n d i c a t e d  t h a t  consumers,  
t o  a  l a r g e  e x t e n t ,  were p r e p a r e d  t o  pay up t o  a t  l e a s t  a  t h i r d  more f o r  
p o t a t o e s  whose q u a l i t y  was guaran teed  bu t  t h e  g u a r a n t e e  o f  q u a l i t y  d i d  n o t  
appear  t o  have a  s i g n i f i c a n t  i n f l u e n c e  on t h e  consumption volume. F u r t h e r  
in fo rmat ion  which s u p p o r t s  t h i s  c o n t e n t i o n  can be found i n  t h e  r e s u l t s  
r e p o r t e d  i n  Table  17. I n  e x c e s s  o f  80 per  c e n t  o f  r e s p o n d e n t s  agreed  w i t h  
t h e  s t a t e m e n t  t h a t  "compared w i t h  o t h e r  t h i n g s  today ,  p o t a t o e s  a r e  good 
v a l u e  f o r  money". A l s o ,  o v e r  65 p e r  c e n t  o f  r esponden ts  agreed  w i t h  t h e  
s t a t e m e n t  " p o t a t o e s  a r e  e s s e n t i a l  f o r  a  h e a l t h y  d i e t " .  These two s t a t e m e n t s  
can be i n t e r p r e t e d  a s  p r o v i d i n g  i n f o r m a t i o n  on t h e  d e g r e e  o f  a c c e p t a b i l i t y  
of t h e  p o t a t o  p roduc t  a s  a  s t a n d a r d  i t em i n  New Zealand food consumption. 
The l e v e l  o f  agreement w i t h  t h o s e  two s t a t e m e n t s  r e i n f o r c e s  t h e  c o n c l u s i o n  
t h a t  p o t a t o e s  a r e  c o n s i d e r e d  a  s t a n d a r d  p a r t  o f  t h e  d i e t .  
P o t a t o e s  a r e  most o f t e n  consumed a s  p a r t  of t h e  even ing  meal.  There  
a r e  a  range o f  methods used  f o r  p r e p a r i n g  p o t a t o e s  f o r  t h e  evening meal 
w i t h  b o i l e d ,  mashed and r o a s t e d  b e i n g  t h e  most predominant methods. I n  
a d d i t i o n ,  baked p o t a t o e s  and p o t a t o  c h i p s  a r e  i m p o r t a n t .  The range o f  
s e r v i n g  methods i n d i c a t e d  by responden ts  r e f l e c t s  a  d e s i r e  t o  p rov ide  
v a r i e t y  i n  t h e  method o f  u s e  o f  p o t a t o e s ,  g iven  t h a t  i n  e x c e s s  of 70 per  
c e n t  o f  r esponden ts  i n d i c a t e d  t h e y  se rved  p o t a t o e s  between f o u r  and f i v e  
t imes  per  working week. 
Even though t h e r e  i s  a  range  of s e r v i n g  methods used by consumers, 
a  major  reason  f o r  s u b s t i t u t i n g  o t h e r  i tems i n  p l a c e  o f  p o t a t o e s  i n  a  
meal was t h a t  r esponden ts  were bored w i t h  p o t a t o e s  o r  r e q u i r e d  v a r i e t y  
i n  t h e  meal.  The second most impor tan t  f a c t o r  i n  i n f l u e n c i n g  s u b s t i t u t i o n  
was t h e  type  o f  meal chosen  by responden ts .  S u b s t i t u t i o n  f o r  p o t a t o e s  
i s  a  s i g n i f i c a n t  f a c t o r  w i t h  o v e r  70 p e r  c e n t  of Auckland responden ts ,  
66 p e r  c e n t  o f  Wel l ing ton  responden ts  and 64 p e r  c e n t  o f  C h r i s t c h u r c h  
responden ts  i n d i c a t i n g  t h a t  t h e y  d i d  s u b s t i t u t e  f o r  p o t a t o e s  f o r  t h e  
main meal a t  sometime o r  o t h e r .  The main s u b s t i t u t e s  a r e  r i c e  and p a s t a  
p r o d u c t s .  T h i s  p r o d u c t  s u b s t i t u t i o n  would t end  t o  r e i n f o r c e  t h e  l e v e l  of 
r esponse  which i n d i c a t e d  t h a t  t h e  type of meal chosen was a  f a c t o r  i n  
c a u s i n g  t h e  s u b s t i t u t i o n .  A d d i t i o n a l l y ,  Asian t y p e  mea l s  would n o t  i n c l u d e  
p o t a t o e s  a s  an i n p u t  and t h e r e f o r e  r i c e  a s  a  s u b s t i t u t e  would be a p p r o p r i a t e  
Also,  many European t y p e  meals  would n o t  be t r a d i t i o n a l l y  a s s o c i a t e d  w i t h  
p o t a t o  consumption and p a s t a  t y p e  p roduc t s  would be  t h e  a p p r o p r i a t e  sub- 
s t i t u t e .  
Were any a t t e m p t  t o  be made t o  o f f s e t  t h e  l e v e l  o f  s u b s t i t u t i o n  f o r  
p o t a t o e s ,  a t t e n t i o n  s h o u l d  be p a i d  t o  t h e  need f o r  p o t a t o e s  t o  be p repared  
i n  a  wider  range o f  methods w i t h  d i f f e r e n t  t a s t e s  b e i n g  a s s o c i a t e d  w i t h  
d i f f e r e n t  p r e p a r a t i o n  t e c h n i q u e s .  Th is  would h e l p  t o  p rov ide  e x t r a  v a r i e t y  
t o  t h e  consumption p a t t e r n .  A f u r t h e r  a r e a  f o r  c o n s i d e r a t i o n  would be t h e  
i n t r o d u c t i o n  of p o t a t o  p r o d u c t s  i n t o  t h e  p r e p a r a t i o n  o f  n o n - t r a d i t i o n a l  
New Zealand meals i n  o r d e r  t o  i n c r e a s e  p o t a t o  consumption through t h i s  a r e a .  
It i s  i n  t h i s  a r e a  o n l y  t h a t  a c t i v i t y  can be under taken  t o  encourage i n c r e a s e s  
i n  p o t a t o  consumption r a t h e r  t h a n  through d i r e c t  promotion o f  t h e  p roduc t  
by i t s e l f  o r  through p r i c e  v a r i a t i o n .  
The image of p o t a t o e s  a s  a  b a s i c  i t em f o r  food consumption i s  f u r t h e r  
r e i n f o r c e d  by t h e  r e s p o n s e  t o  t h e  q u e s t i o n s  concern ing  t h e  s e r v i n g  o f  
p o t a t o e s  t o  g u e s t s .  Approximately  90 per  c e n t  o f  r esponden ts  i n d i c a t e d  
that they served potatoes to guests either all the time or most of the time. 
However, a reasonably high level of substitution for potatoes was reported ' 
in that approximately half the respondents did have a substitute for potatoes 
at some time. The level of substitution was, however, lower in Christchurch 
than in the other two centres. This could reflect a more traditional approach 
to meal preparation in the Christchurch area with the Auckland and Wellington 
consumers developing a more flexible attitude to food serving methods. 
The predominant method of serving potatoes to guests was the roasted 
form. Although the full range of serving methods was reported for guest 
serving, the importance of other methods, apart from roasting, was consider- 
ably reduced. It would therefore appear that roast potatoes have a higher 
status than other forms of potato preparation and it would therefore be 
appropriate for attention to be paid to this factor in assessing the useful- 
ness of potatoes for various consumption methods and the size and suitability 
of particular potato types for roasting. It is possible that the development 
of a special grade of potatoes which is designed specifically for the 
roasting method of preparation might be appropriate. 
In summary, the results of this consumer survey indicate that main 
crop potatoes are considered a basic part of the New Zealand diet, such 
that consumption levels are unlikely to be substantially influenced by 
product promotional programmes that seek to educate consumers about the 
inherent quality of potatoes as a part of the diet. Potato consumption 
appears to be well established within the diet of New Zealand consumers 
as a habit feature of the main meal of the day. It is probable that long- 
term changes could be occurring in the level of consumption due to the 
influence of other product types which provide significant competition for 
potatoes as a basic food item. The main items providing this competition 
are rice and pasta. In order for changes in potato consumption Levels to 
be achieved, it is probable that activity designed to influence the consumer 
to use potatoes in a wider variety of dishes would be the most appropriate. 
However, such activity is not likely to have a major effect upon consumption 
levels. It could be considered, however, that such promotional action would 
contribute to the maintenance of the potato consumption levels and so offset 
any further potential decrease in per head consumption. 
Given the situation of a relatively staple food item, it is necessary 
to consider whether any changes are possible or desirable in potato purchase 
patterns. There has been an increasing move toward the purchase of smaller 
packages of potatoes from supermarkets on a relatively frequent basis. 
This movement implies that attention should be paid to the production, 
handling and presentation of packages in the 10 kg and under area. A 
major feature of the potato market is the degree of concern expressed 
with regard to the quality of the product. Improvements in quality are, 
however, not likely to lead to increases in consumption. However, con- 
sumers have indicated a willingness to pay higher prices for product that 
is guaranteed of a minimum quality standard. In association with this, 
the most important feature of the potato market is the relatively low 
level of price sensitivity associated with the product. This implies that 
actions taken to ensure a more stable and, posssibly, higher price level 
would be rewarded with increased revenue from the sale of potatoes. This 
has considerable implications for the price setting procedure that is 
presently a feature of the potato industry. It is probable that a more 
stable form of price setting, rather than product disposal, would be 
appropriate in the industry, given this low level of price sensitivity 
expressed by consumers. Such a price setting procedure would involve the 
establishment of relevant prices for various grades of potatoes and the 
maintenance of an inventory of potatoes to ensure that a particular price 
was maintained. 
8 . 3  New P o t a t o e s  
As h a s  a l r e a d y  been  e s t a b l i s h e d  ( S e c t i o n  8.1) t h e r e  i s  a  c o n s i d e r a b l e  
d i f f e r e n c e  i n  p e r c e p t i o n  o f  new p o t a t o e s  v e r s u s  main c r o p  p o t a t o e s  a s  f a r  
a s  t h e  consumer i s  concerned .  It i s  t h e r e f o r e  a p p r o p r i a t e  t h a t  new p o t a t o e s  
be t r e a t e d  a s  a  d i f f e r e n t  p roduc t  than  main c r o p  p o t a t o e s .  T h i s  i m p l i e s  
d i f f e r e n t  packaging and promotional  a c t i v i t e s  may be a p p r o p r i a t e .  New 
p o t a t o e s  a r e  purchased i n  s m a l l e r  q u a n t i t i e s  and more f r e q u e n t l y .  P r i c e  
s e n s i t i v i t y  f o r  new p o t a t o e s  i s  g r e a t e r  t h a n  f o r  main c r o p  p o t a t o e s .  The 
importance o f  b o i l i n g  a s  a  s e r v i n g  method i s  c o n s i d e r a b l y  g r e a t e r  f o r  new 
p o t a t o e s  than  f o r  main c r o p  p o t a t o e s .  
Given t h e s e  d i f f e r e n c e s ,  i t  remains t o  i d e n t i f y  p o s s i b l e  d i f f e r e n c e s  
i n  t h e  approach t o  p roduc ing  and marke t ing  new p o t a t o e s .  The a s p e c t  o f  
s m a l l e r  package s i z e s  and i n c r e a s e d  consumer purchase  f requency have 
obvious  i m p l i c a t i o n s  f o r  t h e  packaging of t h e  p r o d u c t .  The predominant 
form of  packing shou ld  b e  i n  s i z e s  o f  5 kg packages o r  l e s s .  T h i s  i s  
e s p e c i a l l y  s o  i n  t h e  Auckland and Well ington a r e a s ,  however, i n  C h r i s t c h u r c h ,  
t h e  10 kg pack was a l s o  i m p o r t a n t .  As t h e  p r i c e  o f  new p o t a t o e s  i s  normal ly  
h i g h e r  than  t h a t  f o r  main c r o p  p o t a t o e s ,  t h e  s t a n d a r d  o f  packaging shou ld  
a l s o  r e f l e c t  t h e  h i g h e r  v a l u e  of t h e  t o t a l  p r o d u c t .  T h i s  means t h a t  t h e  
package d e s i g n  shou ld  be  even more c a r e f u l l y  c o n s i d e r e d  t h a n  t h e  d e s i g n  used 
f o r  main c r o p  p o t a t o e s .  A s  new p o t a t o e s  and main c r o p  p o t a t o e s  a r e  c o n s i d e r e d  
t o  be d i f f e r e n t  p r o d u c t s ,  t h e  d e s i g n  a s p e c t s  o f  t h e  package shou ld  emphasise 
t h e  d i f f e r e n c e  r a t h e r  t h a n  a t t e m p t  t o  c r e a t e  s i m i l a r i t i e s .  
P r i c e  s e n s i t i v i t y  is  a  f a c t o r  which must be t a k e n  i n t o  account  i n  t h e  
d e s i g n  of t h e  m a r k e t i n g  system f o r  new p o t a t o e s .  It  would appear  from t h e  
r e s u l t s  of t h e  r e s e a r c h  t h a t  changes i n  purchase  volumes can be s i g n i f i c a n t l y  
i n f l u e n c e d  by t h e  p r i c e  charged .  I n  o t h e r  words,  new p o t a t o e  purchase  
volumes a r e  of a  more d i s c r e t i o n a r y  n a t u r e  t h a n  a r e  t h e  purchase  volumes 
f o r  main c r o p  p o t a t o e s .  I n  t h i s  s i t u a t i o n ,  t h e  l e v e l  o f  p r i c e  v a r i a b i l i t y  
can be  more i m p o r t a n t .  T h e r e f o r e ,  p r i c e  movements a s s o c i a t e d  w i t h  changes  
i n  supp ly  volumes w i l l  be a p p r o p r i a t e  i n  o r d e r  t o  e q u a t e  t h e  demand w i t h  
t h e  supply.  A s  new p o t a t o e s  would t end  t o  be l i m i t e d  i n  t h e i r  supp ly  i n  
r e l a t i o n  t o  t h e  p o t e n t i a l  l e v e l  of demand, g i v e n  t h e  a p p a r e n t  h i g h e r  s t a t u s  
o f  new p o t a t o e s  t h a n  main c r o p  p o t a t o e s  (50 p e r  c e n t  o f  r esponden ts  i n d i c a t e d  
t h e y  wished t o  buy o n l y  new p o t a t o e s ) ,  t h e  u s e  o f  a  p r i c i n g  mechanism which 
a l l o w s  t h e  f r e e  i n t e r p r e t a t i o n  o f  demand i n  r e l a t i o n  t o  t h e  e x i s t i n g  supp ly  
i s  recommended. T h i s  means t h a t  t h e  use  o f  an  a u c t i o n  system may be appro- 
p r i a t e .  Where t h e  l e v e l  o f  demand i s  n o t  c l e a r l y  i d e n t i f i a b l e  and t h e r e  i s  
s i g n i f i c a n t  p r i c e  s e n s i t i v i t y ,  an a u c t i o n  can be  e f f e c t i v e  i n  de te rmin ing  
t h e  a p p r o p r i a t e  p r i c e .  
As new p o t a t o e s  a r e  most f r e q u e n t l y  s e r v e d  u s i n g  b o i l i n g  a s  a  cooking 
method, t h e  d e s i g n  o f  consumer packs w i t h  t h i s  end u s e  i n  view i s  n e c e s s a r y .  
The cooking method a l s o  h a s  i m p l i c a t i o n s  f o r  t h e  t y p e  o f  p o t a t o  produced. 
It i s  e s s e n t i a l  t h a t  t h e  new p o t a t o e s  be o f  an a p p r o p r i a t e  v a r i e t y  which 
w i l l  e a s i l y  accommodate b o i l i n g .  It may b e ,  t h a t  t h e  p roduc t ion  o f  s p e c i f i c  
v a r i e t i e s  of p o t a t o  which have an a b i l i t y  t o  p r o j e c t  a n  image o f  "new" 
p o t a t o  q u a l i t i e s  and respond  w e l l  t o  b o i l i n g  would be a p p r o p r i a t e .  The 
p r o d u c t i o n  of p o t a t o e s  s p e c i f i c a l l y  f o r  t h e  new p o t a t o  market cou ld  be 
c o n s i d e r e d  d e s i r a b l e  from t h e  p o i n t  of view of many p o t a t o  growers.  
8 .4  Processed P o t a t o e s  
A  high p r o p o r t i o n  o f  t h e  su rvey  responden ts  purchased processed 
p o t a t o e s .  The main t y p e  o f  processed p o t a t o e s  purchased were h o t  takeaway 
chips and potato crisps with in excess of 7 0  per cent of the respondents 
buying these products. Frozen french fries were bought by between 35 and 
40 per cent of respondents while dehydrated potatoes were purchased by 
less than 10 per cent of the respondents. 
The main reasons for purchasing frozen french fries and hot takeaway 
chips rather than cooking fresh potatoes, were the convenience associated 
with the processed product and a lack of time for preparation of the fresh 
product. These reasons were similar for dehydrated potatoes with the 
addition of the use of those sort of potatoes for consumption while camping. 
This suggests that consumers view frozen french fries and hot takeaway chips 
as substitutes for fresh potatoes where they wished to prepare meals in a 
minimal time. 
Respondents were also asked to indicate whether their consumption had 
changed over the past couple of years. The response to that question 
indicated that for frozen french fries approximately half the respondents 
considered their consumption to be at approximately the same level while 
for hot takeaway chips, approximately 65 to 75 per cent of respondents 
indicated that their consumption was the same. Only a very small proportion 
(less than 15 per cent for frozen french fries and less than 10 per cent 
for hot takeaway chips) indicated that their consumption had increased. 
Approximately 30 per cent of respondents indicated their consumption of 
frozen french fries had decreased while approximately 20 per cent of 
respondents indicated that their consumption of hot takeaway chips had 
decreased. This information would tend to indicate that the consumption 
of processed potatoes as a substitute for fresh potatoes has been relatively 
stable over the past few years with a tendency for a decrease in consumption. 
This situation is contrary to trends that have occurred in other western 
civilisation countries where consumption of processed potatoes have tended 
to increase. It is probable that the reason for a decrease in consumption 
in New Zealand is the economic circumstances which involve a fall in per 
capita disposable income. This reason is further reinforced by the response 
to the question seeking the reason for decreases in consumption of frozen 
french fries and hot takeaway chips where between 20 and 30 per cent of 
respondents indicated that their consumption had decreased because the 
product was "expensive". In addition to that reason, between 32 and 42 
per cent of respondents indicated their consumption of frozen french fries 
had decreased because they disliked the product. Where consumption had 
increased, this was normally due to the desire for increased convenience 
and/or more children in the family. 
In excess of 73  per cent of respondents indicated that they consumed 
hot takeaway chips at home. This indicates that hot takeaway chips are 
considered as a potato substitute by most consumers rather than as a 
snack food. 
The consumption of potato crisps was indicated as being relatively 
constant with between 65 and 75 per cent of respondents indicating that 
their consumption level over the past two years has remained the same. 
Equal numbers indicated that consumption had increased and decreased. 
Potato crips are purchased almost evenly "with groceries" and "at other 
times". This indicates that crisps are more of a snack food than are 
other processed potato products and therefore will not have a high level 
of competition with fresh potatoes. 
The main reason for increased consumption of potato crisps was that 
there were more children in the family while the main reason for decreased 
consumption of potato crisps was a reduction in family size. Other 
important  r e a s o n s  f o r  decreased  consumption were  t h e  expense a s s o c i a t e d  
w i t h  p o t a t o  c r i s p s ,  a  d i s l i k e  o f  t h e  p roduc t  and d i e t i n g .  
P o t a t o  c r i s p  consumption i s  more l i k e l y  t o  be a s s o c i a t e d  w i t h  move- 
ment i n  g e n e r a l  snack  food consumption t h a n  consumption of f r e s h  p o t a t o e s .  
As t h e r e  h a s  been a n  a p p a r e n t  move toward i n c r e a s e d  snack food consumption 
i n  New Zealand i t  would be expec ted  t h a t  p o t a t o  c r i s p  consumption would 
have i n c r e a s e d .  The r e s u l t s  o f  t h e  su rvey  do n o t  i n d i c a t e  such a  p a t t e r n .  
Th is  could  be  a  r e s u l t  o f  economic c i r c u m s t a n c e s .  
Dehydrated p o t a t o e s  a r e  bought by a  v e r y  low p r o p o r t i o n  o f  consumers.  
There main u s e  i s  a s  a  s p e c i a l t y  i t e m  i n  camping w i t h  some use  a s  a  con- 
ven ience  p r o d u c t .  Consumption o f  t h e  p roduc t  would t h e r e f o r e  be r e l a t e d  
mainly  t o  l e i s u r e  a c t i v i t i e s  and most r esponden ts  i n d i c a t e d  t h a t  t h e i r  
consumption l e v e l  had remained t h e  same over  t h e  p a s t  few y e a r s .  Dehydrated 
p o t a t o e s  do n o t  a p p e a r  t o  be a  s i g n i f i c a n t  s u b s t i t u t e  f o r  f r e s h  p o t a t o e s .  
8.5 Media R e c a l l  
From t h e  r e s u l t s  o f  t h e  q u e s t i o n s  r e g a r d i n g  media r e c a l l ,  it can be  
concluded t h a t  t h e  m a j o r i t y  of responden ts  have l i t t l e  r e c o l l e c t i o n  o f  
p o t a t o e s  b e i n g  mentioned by any o f  t h e  media forms. Newspapers had t h e  
h i g h e s t  l e v e l  o f  r e c a l l  o f  t h e  media forms ment ioned.  
The "summer r e c i p e s "  pamphlet f e a t u r i n g  A l i s o n  H o l s t  was r e c a l l e d  by 
v e r y  few r e s p o n d e n t s ,  s u g g e s t i n g  t h a t  t h e  d i s t r i b u t i o n  of t h e  pamphlet was 
o n l y  o f  marg ina l  e f f e c t i v e n e s s  and /or  i t s  d e s i g n  and promotion was i n a d e q u a t e .  
However, i t  s h o u l d  be no ted  t h a t  it i s  p robab le  t h a t  t h e  promotion of 
p o t a t o e s  i s  a  d i f f i c u l t  a r e a  t o  hand le  a s  i t  i s  a  p roduc t  which h a s  a  h i g h  
degree  of consumer r e c o g n i t i o n  and t h e r e  i s  l i k e l y  t o  be a  l a c k  of consumer 
i n t e r e s t  i n  p r o d u c t  v a r i a t i o n s .  
8 . 6  Summary 
The f o l l o w i n g  p o i n t s  summarise t h e  c o n c l u s i o n s  and i m p l i c a t i o n s  t h a t  
can be drawn from t h i s  s t u d y :  
* Main c r o p  p o t a t o e s  and new p o t a t o e s  shou ld  be c o n s i d e r e d  a s  d i f f e r e n t  
p roduc t  S .  
* P r o d u c t i o n ,  p roduc t  d e s i g n  (packag ing) ,  marke t ing  systems and 
promotion a c t i v i t y  should c l e a r l y  d i s t i n g u i s h  between t h e  two 
p r o d u c t s .  
* The main o u t l e t  from which p o t a t o e s  a r e  o b t a i n e d  i s  supermarke t s .  
* Package s i z e s  o f  10 kg and 5 kg (and l e s s )  a r e  p r e f e r r e d .  
* Emphasis on d i f f e r e n t  product  f e a t u r e s  shou ld  v a r y  accord ing  t o  
t h e  p a r t i c u l a r  c e n t r e .  
* Main c r o p  p o t a t o e s  a r e  a  b a s i c  food i tem.  
* P r i c e  i s  n o t  a  major  f a c t o r  w i t h  r e s p e c t  t o  consumption l e v e l s  
of main c r o p  p o t a t o e s .  
Quality factors do not necessarily adversely affect consumption 
levels. 
Set pricing arrangements for main crop potatoes, incorporating 
premiums for graded, higher quality product, would be appropriate. 
Increased main crop potato consumption will be difficult to achieve. 
Marketing programmes that concentrate on adapting potatoes for 
new uses are likely to be most successful in increasing consumption. 
Promotion of potatoes especially suitable for roasting may lead to 
increased consumption. 
New potato demand usually exceeds supply. 
Auction procedures for new potatoes are probably appropriate. 
Package design and product promotion should emphasise the identity 
of new potatoes versus main crop potatoes. 
Packages of new potatoes should, on average, be smaller than main 
crop potato packages. 
Product development should recognise that the preferred cooking 
method for new potatoes is boiling. 
Consumption levels for processed potatoes are relatively static. 
Product expense and product dislike are important factors inhibiting 
consumption growth of processed potatoes. 
Media recall for potato material is very low. 
"Summer Recipe" pamphlets were poorly recalled. 
Promotional material must be distinctive to attract attention. 

APPENDIX I 
POTATO SURVEY QUESTIONNAIRE 

POTATO SURVEY aUESTIONNAIRE 
Good mornlng/afternoon. I am From Lincoln College ~esearch Unit. We are dcing 
a survey about potatoes. Would you help us oy answerlng a few quesclons. ASK TO 
SPEAK TO THE HOUSEWIFE (OR HOUSEKEEPER), OR PERSON RESPONSIBLE FOR COOKING/SHOPPING. 
I .  Do any of your household memoers ever eat potatoes? 
8 .  Has there been anything wrong with any of your potatoes over the past 
year? RECORD SEQUENCE OF RESPONSE. 
1. No complaint ( 12. Rotten ( 1 3. Cuts 
4. Blemishes ( 15. Small size ( ) 6. Eyes 
7. Greening ( 18. Taste ( l 9. Softness ( 1 
10. Colour after cooking( )11. Breaking up in cooking 
12. Black spots ( 113. Other 
9.  SHOW CARD A AND POTATO BOARD'S GRADING PICTURES. When choosine vour 
1. Yes ( ) 2. No ( ) .  IFNO,GOTOQ.31 
2. Where do you obtain your potatoes? RECORD SEQUENCE OF RESPONSE IN 
FIRST BOX.(QbSEE BELOW). IF ONLY GROWN GO TO Q.9. 
3. How often do you usually buy from this/these outlets? USE THIS CODE 
IN SECOND BOX Q.4: 
l = weekly, 2 = fortnightly 3 = every 2-3 weeks 
4 = monthly 5 = every 2-3 months 6 = longer 
4. What quantity of potatoes do you usually buy from thidthese outlets? 
RECORD QUANTITY IN KGS IN THIRD BOX ( 1  KG = 2.2 lbs, 1 sugarbag = 20 KG). 
1. Supermarket ( 1 ( 1 ( 1 2.Fruiterer( 1 (  l (  1 
3. Gatesales ( 1 ( 1 ( I 4.Grocer ( l (  ) (  1 
5. Friend ( 1 (  1 6. Dairy ( 1 (  1 (  1 
7. Grown/given ( 1 ( 1 1 8.Auction ( l (  l (  
9. Other ( l (  l (  1 
5. The price for a 10 KG bag of potatoes is currently $4.00. If the price 
changed to $8.00 would you buy (rnore/same/less) than the amount you 
usually buy each time? TICK BOX. REPEAT QUESTION FOR OTHER PRICES. 
( "USE QUICKER" = MORE, "USE SLOWER" = LESS 
MORE 
SAME 
LESS 
potatoes, how important are these things? Use this scale. 
1. Common Scab ( 1 2. Disease & dry rot ( 13. Mis-shapen( 1 
4. Growth cracks ( 1 5. Machine damage ( )b.Pest darnage( 1 
7. Greened ( 1 8. Withered & sprouting( 19. Tuber moth( 
l l i l  
! / L  
i l l l  
7C. SHOW 50MM HOLE IN GRADING CARD. Are potatoes smaller than this acceptable? 
1 .  Yes ( 1 2. No( h 
6. Would you buy more potatoes if their quality was guaranteed? 
1 .  Yes ( 1 2. No( 3. Don't know ( 1 
7 .  What features do you look for when you are buying potatoes? RECORD 
SEQUENCE OF RESPONSE. 
1. Firmness ( 1 2. Lack of dirt ( 1 3. Washed ( ) 
4. Shallow Eyes ( 1 5. Freshness (not rotten) ( 1 
6. No damaged potatoes( 1 7. Seeing the potatoes (see through bag) ( ) 
8. Even Shape ( 9. Size ( ) 10. Price ! 1 
11. Other ( 1 
$8.00 
11. SHOK 3OMM HOLE IN GRADING CARD. For new potatces are sizes smaller 
-than this acceptable? 1.  Yes ( 1 2. No ( 1 
$3.00 $2.00 
12;, Are you in favour of requiring all potatoes to be graded to a guaranteed 
quality, even if it means a one third increase in the price? 
l.Yes( 12.No( 1 3. Don'tknow ( 1 
13. Would you prefer to have the potato variety written on the pack? 
1. Yes ( 1 2. No ( 1 3. Don't care ( 1 
l&*. We now want to ask you some questions about how you cook and serve 
your potatoes on working days. 
(a) How many times a week do you have potatoes for: WRITE NO. OF TIMES. 
1. Evening meal ( 1 2. Lunch ( 1 3. Breakfast ( 1 
(14) In what ways do you serve them for: TICK BOXES 
1 5  Do you ever have a main meal without potatoes? 
l.Yes( 1 2. No ( 1 IF NB GO TO 8.18 
i62. When you don't have potatoes what do you have instead? RECORD 
SEQUENCE OF RESPONSE. 
1. Rice ( 1 2. Pasta ( 1 3. Bread ( 1 
4. Kumara/Root Crops ( 1 5. Pumpkin/Marrow/ Butternut ( 1 
6. Nothing ( 1 7. Other ( 1 
Iz What influences this decision to replace potatoes? RECORD SEQUENCE. 
OF RESPONSE. 
1. Hot weather ( 12. Lack of time ( 1 
3. Cultural tastes ( 14. Bored with potatoes ( 1 
5. Type of meal chosen ( 16. Poor quality potatoes ( 1 
7. Dieting ( 18. Other ( 1 
- 
18. When preparing dinner for guests how often would you serve potatoes? 
1. All the time ( 1 2. Most of the time ( 1 
3. Not very often ( 1 4. Never ( ) 5. Not applic. ( 1 
IF NEVER OR NOT APPLICABLE GO TO a.20. 
7%. How would you usually serve potatoes to your guests? RECORD SEQUENCE 
OF RESPONSE. 
1. Boiled ( 1 2.Mashed ( 1 3.Roasted( 1 
4. Casseroled ( 1 5. Potato Salad ( 1 6. Chips ( 1 
7. Baked in jacket ( 1 8. Baked (other) ( 1 
9. Other ( 1 
Here is a list of statements about potatoes. SHOW LIST. Using this 
scale (SHOW CARD B) please indicate how much you agree or disagree 
with each statement. (PLACE RESPONSE NO. IN BOX). 
l . (  1 2 . (  1 3 . (  1 4 s (  1 5 . (  1 
238 Have you bought for any member of your household during the past couple 
of years: 
1. Frozen French Fries ( 12. Hot takeaway chips ( 1 
3. Potato Crisps ( 14. Dehydrated potatoes ( 1 
IF NO TO FROZEN FRENCH FRIES, GO TO (2.23. IF NO TO ALL FOUR, GO TO 
Q.27. 
22. When you buy Frozen French Fries, do you have a brand preference? 
1. Yes (STATE BRAND) 2. No. ( 
23. Why would you buy (ONLY READ ONES THAT THEY BUY) (a) [Frozen French 
Fries 1 (b) [Hot Takeaway Chips] (c ) [Dehydrated potatoes 1 rather 
than cook fresh ones? RECORD SEQUENCE OF RESPONSE. 
1. Lack of preparation time (a) ( (b) ( 1 (c) ( 1 
2. Taste (a) ( 1 (b) ( 1 ( c )  ( 
3. Convenience (a) ( 1 (b) ( 1 (c) ( 1 
4. Poor quality fresh potatoes (a) ( 1 (b) ( (c) ( 1 
5. Guaranteed product (a) ( 1 (b) ( 1 (c) ( 
6. Ran out of potatoes (a) ( 1 (b) ( (c) ( 1 
7. Other (a) ( 1 (b) ( (c) ( 1 
24. (IF POTATO CRISPS BOUGHT). When you buy potato c r i s p s , a r e  they usually 
bought as part of your groceries, or at other times? 
1. Groceries ( 1 2. Both ( 1 3. Other times ( 1 
25. (IF HOT TAKEAWAY CHIPS BOUGHT). When you buy hot takeaway chips are 
they usually eaten at home? 
1. Yes ( 1 2. No ( 1 
26. (a) Over the past couple of years has your household consumption of 
(ONLY READ ONES THAT THEY BUY 1 ( a [Frozen French Fries ] 
(b) [Hot Takeaway Chips 1 (C) [Potato Crisps] 
(d) [Dehydrated Potatoes], increased, decreased, or stayed 
the same? 
1. Increased (a) ( 1 (b) ( 1 (c) ( 1 (d) ( 
2. Decreased (a) ( 1 (b) ( ( c )  ( (d) ( 
3. Same (a) ( 1 (b) ( 1 (c) ( 1 (d) ( 1 
(b) If increased, why? (a) (b) 
If decreased, why? (a) (b) m 
(cl ( d )  
27. Do any of your household members ever eat new potatoes? 
1. Yes ( 1 2. No ( 1 IF NO GO TO (2.32 h 
28. When new potatoes are available, at an acceptable price, do you just 
buy new ones, or do you buy both new and old? 
1. Only New ( 2. Both ( 1 3. Grow own ( 
IF GROW OWN GO TO Q.30. 
29. The price for a10KG bag of new potatoes will be about $6.00 
(a) What quantity of new potatoes would you usually buy each time? 
RECORD IN KGS 
(b) How often would you buy this size bag over the new pctatc seaso?? 1 
1. Weekly ( 2. Fortnightly ( ) 3. Monthly ( 1 
4. Once ( P 
(C If the price changed from $6-00 to $12-00, would you buy (more/ 
same/less) than the amount you usually buy each time? 
("USE QUICKER" = MORE, "USE SLOWER" = LESS) REPEAT QUESTION 
FOR EACH PRICE. 
30. How do you serve new potatoes? RECORD SEQUEXCE Ot-' RESPONSE. 
1. Boiled ( ) 2. Roasted ( ) 3. Baked ( ) 
4. Mashed ( 5. Casserole/stew ( 6. Chips ( 1 
7. Fried (left over) ( 8. Potato Salad ( ) 
9. Other ( 1 
GO TO Q. 32 
r 1 $12.00 
MORE 
SAME 
G.00 1 
I 
LESS 1 I 
31. Why do vou never eat potatoes? 
32. Where have you heard, seen, or read anything about potatoes: RECORC 
SEQUENCE OF RESPONSE. 
1. Newspaper ( 2. Magazine (prompt which one1 ( ) 
3. Alison Holst ( ) 4. T.V./Radio (prompt for detail) ( ) 
5. Dr Turbott ! 6. Home economists/Dieticians i 1 
7. Recipe Pamphlets ( 1 8. Cook book ( 1 
9. Nowhere ( 1 10. Other ( 1 
33. Have you seen this pamphlet of summer recipes by Alison Holst. 
SHOW PAMPHLET. 
1.Yes ( 1 2. No ( 1  IF NO GO TO (2.36 
34. Have you tried any of the recipes? 
l.Yes( 1  2.No( 1  IFNOGOTOQ.36 
35. Did this mean you ate more potatoes? 1. Yes ( 1  2. No ( 1 
36. ,How many people live in your house? 
37. How many are: 
1. preschool age ( 1 2. primary school ( 1 3. high school ( 
38. How many do: 4a) full-time paid jobs? - (FULL-TIME = 30 hrs/wk 1 
(b) retired 
39. What jobs do they do? (PUT POSITION IN HOUSEHOLD ALONGSIDE). 
Self Employed? TICK BOXES. 
1. ( ) Head (CROSS OUT IF NOT APPLICABLE) 
2. ( 1 
3. ( 1 
4 .  ( 1 
40. What would you estimate your total gross household income to be per 
year? READ OUT OPTIONS. 
1. Less than 10,000 ( 1 2. 10,000-14,999 ( 1 3.  15,000-19,999 ( 1 
4.  20,000-30,000 ( 5 .  Over 30,000 6. Not sure ( 1 
7. Reluctant to say ( 1 
4J. What age group do you belong to? READ OUT OPTIONS. 
1. Younger than 25 ( 1 2. 25 - 29 ( 1  3. 30-34 ( 1 
4. 35.- 39 ( 1  5.40-44 ( 1 6 .  4 5 - 4 9  ( 1 
7 -  50 - 54 ( 1 8.55-59 ( 1 9. 60 - 64 ( 1 
10. Over 64 ( I 
42. Were you or any of your household born overseas? IF NO GO TO (2.44. 
1. Yes ( 1 2. No ( 1 b 
. Where? l 
l .  U.K. f ( 1 2. Holland ( 1 ( 1  3. Other European ( 1( 1 
4. Pacific I( I ( 1  5. U.S.A. ( 1  ( 1  6. Asian ( 1 (  1 
'9. Other ( I ( 1 
44. Were either of your parents born overseas? IF NQ GO TO END. 
1. Yes ( 1 2. No ( 1 
45. Where? (PUT IN SECOND BOX Q.43 ABOVE). I 
POLYNESIAN? ( ASIAN? ( EUROPEAN? ( 1 (DON'T ASK) b 
AUCKLAND ( 1 WELLINGTON ( 1  CHAISTCHURCH ( I p 
Time of day interview completed ..................... Date .............. 
THANK RESPONDENT 
CARD A 
I m p o r t a n t  N e i t h e r  Un impor t an t  
I m p o r t a n t  
n o r  Un impor t an t  
9 
1 
4 
2 3 

CARD B 
Statements 
Agree Neither Disagree 
Strongly Agree Agree nor Disagree Strongly 
Disagree 
* I 
1 2 3 4 5 
1 .  Compared w i t h  other things today, potatoes a re  good value for  
money 
1' 
2. Potatoes are  essent ial  for  a healthy d ie t .  
3. Potatoes are more nutri t ious than white bread. 
4 .  We reduce our potato consumption to  avoid ge t t ing  f a t .  
5. For a restaurant meal, potatoes are  out of place. 

APPENDIX 2 
RESULT CROSSTABULATIONS 

TABLE 44 
Outlet Where Potatoes Obtained 
by Occupation of Head of Household 
Auckland 
-- 
Professional Clerical Tradesmen 
and Sales and and Service and Retired Managerial Technical Labourers 
Supermarket 7 2 . 3  7 3 . 2  52.7 70 .4  6 9 . 8  
Fruiterer/Grocer 18.8 16. 1 32 .7  18.8 2 0 . 2  
Gate Sales 3.6 10.7 7 .3  8 . 2  1.6 
Grow Own 3 . 6  0 .0  1.8 1.3 6 . 2  
Other 1.7 0 . 0  5 . 5  1.3 2 . 2  
Total 100.0 100.0 .100.0 100.0 100.0 
Valid Responses 112 56 55 159 129 
Wellington 
Supermarket 4 2 . 2  41 .5  4 7 . 8  6 0 . 0  39 .3  
Fruiterer/Grocer 4 2 . 2  4 6 . 2  30 .4  3 1 . 0  4 4 . 2  
Gate Sales 6 .3  3 .1  8 . 6  1.8 1 .6  
Grow Own 4 . 7  3 . 1  0 . 0  1.8 9 . 8  
Other 4 . 6  6 . 1  13.2 5 . 4  5 . 1  
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 6 4 65 23 55 6 1 
Christchurch 
Supermarket 4 5 . 5 .  58 .3  64 .0  52 .9  47 .7  
Fruiterer/Grocer 15.9 2 . 8  4 . 0  9 . 4  5 . 4  
Gate Sales 21 .6  1 1 . 1  18.0 20 .0  15.3 
Grow Own 14.8 19.4 12.0 14. 1 2 6 .  1 
Other 2.2  8 .4  2 . 0  3 . 6  5 . 5  
Total 100.0 100.0 100.0 100.0 100 .0  
Valid Responses 88  36 50  85 1 1 1  
TABLE 45 
Outlet Where Potatoes Obtained 
by Total Gross Household Income 
Auckland 
- 
Income Under $10,000- $15,000- $20,000- Over $10,000 $14,999 $19,999 $30,000 $30,000 
Supermarket 65.3 81.3 69.5 72.3 70.3 
Fruiterer/Grocer 26.5 16.0 17. 1 12.9 23.8 
Gate Sales 2 .0  0.0 8.5 10.9 3 .0  
Grow Own 4 . 1  0.0 3.7 2.0 2 .0  
Other 2.1 2.7 1.2 1.9 0 .9  
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 98 7 5 8 2 10 1 10 1 
Wellington 
Supermarket 37.5 53.6 48.0 45.8 34 - 0  
Fruiterer/Grocer 50.0. 28.6 44 .0  42.4 36.2 
Gate Sales 3 .1  3.6 4 . 0  5 . 1  10.6 
Grow Own 3.1 10.7 0 .0  1.7 8.5 
Other 6.3 3.5 4 . 0  5.0 ' 10.7 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 2 28 25 5 9 4 7 
Christchurch 
Supermarket 48.7 64 .O 39.6 56.3 58.8 
Fruiterer/Grocer 12.8 0.0 8 .4  11.3 10.8 
Gate Sales 6.4 14.0 33.3 15.0 13.7 
Grow Own 25.6 20.0 16.7 11.3 11.8 
Other 6.5 2.0 2 .0  6.1 4 .9  
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 7 8 5 0 4 8 80 5 1 
TABLE 46 
Outlet Where Potatoes Obtained 
by Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-54 Over 55 
Age years years years years years years 
Supermarket 65.9 71.4 64.9 72.1 66.3 70.3 
Fruiterer/Grocer 27.3 20.6 26.0 17.0 23.8 18.2 
Gate Sales 4.5 7.9 6.5 6.1 7.5 2.4 
Grow Own 0.0  0 .0  0.0 3 - 4  1.3 5 .5  
Other 2.3 0 .1  2.6 1.4 1 . 1  3 .6  
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 4 6 3 7 7 147 80 165 
Wellington 
Supermarket 50.0 68.0 26.5 51.8 50.9 4 1.6 
Fruiterer/Grocer 33.3 24 .O 67.6 28.6 34.5 41.5 
Gate Sales 3.3 0.0 5.9 3.6 7.3 2 .2  
Grow Own 3.3 4 .0  0.0 3.6 0.0 9 .0  
Other 10.1 4 .O 0 .0  12.4 7.3 5 .7  
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 0 25 34 5 6 5 5 8 9 
Christchurch 
Supermarket 70.0 54.0 54.0 55.1 49.3 50.0 
Fruiterer/Grocer 10.0 16.0 12.0 7.8 9.0 6 .8  
Gate Sales 10.0 10.0 18.0 16.9 17.9 16.7 
Grow Own 0.0 14.0 12.0 16.9 17.9 23.5 
Other 10.0 6 .O 4 .0  3.3 5.9 3.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 0 50 5 0 8 9 6 7 132 
TABLE 47 
Outlet Where Potatoes Obtained 
By Household Composition 
Auckland 
Household 1-2 3-4 Over 4 No With 
Composition Occupants Occupants Occupants Children Children 
Supermarket 70.6 70.3 65.2 70.2 66.4 
FruitererIGrocer 21.2 17.2 25.2 20.1 20.6 
Gate Sales 1.7 7.7 8 .1  2.0 8 .7  
Grow Own 3.5 3 .3  0.0 3.7 I .4 
Other 3.0 1.5 1.5 4 .0  2.9 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 23 1 209 135 299 286 
Wellington 
Supermarket 40.9  50.4 51.0 39.9 53.7 
FruitererIGrocer 45.7 33.1 39.7 43.3 30.9 
Gate Sales 3 b  1 3 .5  6 .1  4 .0  3 .3  
Grow Own 5 . 5  4 .3  0 . 0  5 .2  2 - 4  
Other 4.8  8 .7  3.2 7.6 9 .7  
Total 100.0 100.0 100.0 100.0 ' 100.0 
Valid Responses 127 115 4 9 173 123 
Christchurch 
Supermarket 51. 1 53.0 60.0 51.8 53.7 
FruitererIGrocer 10.5 10.2 4.6 8 .8  10.2 
Gate Sales 11.6 20.5 16.9 13.7 19.2 
Grow Own 20.0 13.9 15.4 18.9 13.6 
Other 6 . 8  2.4 3.1 6.8 3 .3  
- 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 190 166 6 5 24 9 177 
TABLE 48 
Frequency o f  Buying P o t a t o e s  by 
T o t a l  Gross Household Income 
Auckland 
Income Less  t h a n  $ l0,OOO- $15,000- $20,000- G r e a t e r  t h a n  $10,000 $14,999 $19,999 $30,000 $30,000 
Weekly 22.9 23.4 3 1 . 3  24.0 3 5 . 6  
F o r t n i g h t l y  21.9 29.9 35 .0  29.0  23 .8  
Every 2-3 weeks 10.4 18.2 11.3 11.0 13.9 
Monthly 19.8 18.2 13.8 24.0 14.9 
Every 2-3 months 18.8 9 .1  6 . 3  9 . 0  10.9 
Longer 6 . 2  1.2 2 . 3  3 . 0  0 . 9  
T o t a l  100.0 100.0 100.0 100.0 100.0 
Va l id  Responses 96 7 7 80  100 10 1 
Wel l ing ton  
Weekly 12.9 1 1 . 1  22.2 14.0 13.0 
F o r t n i g h t l y  5 1.6 18.5 22.2  38.6 26. 1 
Every 2-3 weeks 6 . 5  1 1 . 1  0 . 0  7 . 0  13.0 
Monthly 22.6 37.0 40.7  17.5 ' 21.7  
Every 2-3 months 3 . 2  18.5 1 1 . 1  19.3 21.7  
Longer 3.2 3.8 3 . 8  3 .6  4 . 5  
T o t a l  100.0 100.0 100.0 100.0 100.0 
Va l id  Responses 3 1 2 7 2 7 5 7 46  
C h r i s t c h u r c h  
Weekly 25.9 14.3 12.8 19.4 21.4 
F o r t n i g h t l y  24.1 21.4 17.9 27.8 21.4  
Every 2-3 weeks 3 .4  14.3 12.8 15.3 7 . 1  
Monthly 25.9 23.8 28.2 15.3 3 1 . 0  
Every 2-3 months 12.1 19.0 25.6  13.9 16.7 
Longer 8 . 6  7.2 2 .7  8 . 3  2 . 4  
T o t a l  100.0 100.0 100.0 100.0 100.0 
Va l id  Responses 58 4 2 3 9 7 2 42  
TABLE 49 
Frequency of Buying Potatoes 
by Age of Head of Household 
Auckland 
Under 25 
Age 
25-29 30-34 35-44 45-54 Over 55 
years years years years years years 
Weekly 2 1.3 36.5 26.9 31.5 37.0 26. 1 
Fortnightly 34.0 20.6 28.2 28.8 27.2 24.8 
Every 2-3 weeks 17.0 12.7 11.5 12.3 8.6 12.1 
Monthly 14.9 20.6 19.2 15. 1 9.9 19.7 
Every 2-3 months 6.4 9.6 12.8 11.0 1 1 . 1  14 .O 
Longer 6.4 0.0 1.4 1.3 6.2 3.3 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7 6 3 7 8 146 8 1 157 
Wellineton 
Weekly 3.3 24.0 8.3 23.2 20.0 21.0 
Fortnightly 50.0 20.0 36.1 30.4 20.0 32.1 
Every 2-3 weeks 3.3 8.0 1 1 . 1  7 . 1  9.1 6.2 
Monthly 30.0 24.0 25.0 25.0 27.3 22.2 
Every 2-3 months 13.4 16.0 16.7 10.7 21.8 13.6 
Longer 0.0 8.0 2.8 3.6 1.8 4.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 25 36 5 6 5 5 8 1 
Christchurch 
Weekly 16.7 20.9 25.6 26.3 17.0 17.6 
Fortnightly 33.3 23.3 20.9 23.7 17.0 18.6 
Every 2-3 weeks 10.0 11.6 7.0 13.2 11.3 8.8 
Monthly 23.3 27.9 30.2 19.7 18.9 22.5 
Every 2-3 months 16.7 14.0 16.3 11.8 26.4 18.6 
Longer 0.0 2.3 0.0 5.3 9.4 13.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 4 3 4 3 7 6 5 3 102 
TABLE 50  
Frequency of Buying Potatoes by 
Household Composition 
Auckland 
Household 1-2 3-4 Over 4 No With 
Composition Occupants Occupants Occupants Children Children 
Weekly 21.7  30 .9  41 .6  2 4 . 0  36 .4  
Fortnightly 27.4 26.1 28 .5  26 .7  2 7 . 2  
Every 2-3 weeks 13.3 12.6 8 . 0  13.4 10.6 
Monthly 18. 1 17.9 13. 1 17.8 15.5 
Every 2-3 months 16.8 8 . 7  7 .3  15. 1 7 . 8  
Longer 2.7  3 . 8  1.5 3 . 0  2 . 5  
Total 100.0 100.0 1.00. 0 100.0 100.0 
Valid Responses 226 20 7 137 292 283 
Wellington 
Weekly 16.5 17.0 25 .0  15 .8  21 .7  
Fortnightly 38.8 26 .8  21.2 36 .4  2 3 . 3  
Every 2-3 weeks 8 . 3  5 . 4  9 .6  6 . 7  8 . 3  
Monthly 21.5  30 .4  21 .2  21 .2  ' 3 0 . 0  
Every 2-3 months 9.9  19 .6  17.3 15.8 14.2 
Longer 5 . 0  0 . 8  5 . 7  4 . 1  2 . 5  
Total 100.0 100.0 100.0 100.0 100.0  
Valid Responses 12 1 112 5 2 165 120 
Christchurch 
Weekly 15.9 21 .4  34 . O  18.4 2 4 . 5  
Fortnightly 21.9  2 2 . 8  18.9 20 .9  2 4 . 5  
Every 2-3 weeks 9 .9  9 . 7  13.2 9 . 5  11 .0  
Monthly 23 .2  23 .4  20.8 22 .9  2 1 .9  
Every 2-3 Months 19.2 19 .3  5 . 7  18.4 15 .5  
Longer 9 .9  3 . 4  7 .4  10 .0  2 . 6  
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 15 1 145 53 20 1 155 
TABLE 5 1 
Ouantitv of Potatoes Purchased 
By Total Gross Household Income 
Auckland 
Income 
- 
Under $10,000- $15,000- $20,000- Over 
$10,000 $14,999 $19,999 $30,000 $30,000 
1-2 kg 2 1.9 9 . 0  6 .2  4 . 0  6 . 9  
3-4 kg 39.6  26.0  27.2 2 1 . O  12 .7  
5-9 kg 18.8 4 6 * 8  3 8 . 3  47 .0  4 9 . 0  
10 kg 3.1 5 .2  6 . 2  9 . 0  13.7 
20 kg and more 16.6 13.0 22.1  19.0 17.7 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 96 7 7 8 1 100 102 
Wellington 
1-2 kg 25.8  7 .4  7.4 14.0 15.2  
3-4 kg 22.6 1 1 . 1  3 . 7  17.5 13 . O  
5-9 kg 29.0  33 .3  29.6 28. 1 13.0 
10 kg 6 . 5  0 .0  1 1 . 1  10.5 4 . 4  
20 kg and more 16. 1 48.2 48.2  29.9 ' 54 - 4  
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 2 7 2 7 5 7 4 6 
Christchurch 
1-2 kg 20.3  20.9 4 . 9  14. 1 7 . 3  
3-4 kg 18.6 9 . 3  12.2 12.7 19.5 
5-9 kg 40.7  27.9 26 .8  25.4 2 2 . 0  
10 kg 11.9 11.6 19.5 23.9 3 1 . 7  
20 kg and more 8 . 5  30.2  36.6 23.9 19.5  
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 5 9 4 3 4 1 7 1 4 1 
TABLE 52 
Quantity of Potatoes Purchased by 
Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-54 Over 55 
years years years years year S years 
1-2 kg 14.9 7.9 7.7 2.7 7.4 13.9 
3-4 kg 14.9 28.6 15.4 16.2 25.9 36. 1 
5-9 kg 36.2 46  .O 46.2 45 .3  39.5 29.7 
10 kg 6 - 4  9 .5  10.3 13.5 3.7 4.4 
20 kg and more 27.7 7.9 20.5 22.3 23.5 15.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7 6 3 7 8 14 8 8 1 158 
Wellington 
1-2 kg 13.3 4 . 0  13.9 7 .1  5.5 17.3 
3-4 kg 23.3 20.0 16.7 16. 1 0 . 0  19.8 
5-9 kg 23.3 28.0 22.2 19.6 40 .0  - 30 .9  
10 kg 6.7 8 . 0  2.8 8.9 7,3 . 12.3 
20 kg and more 33.4 40 .0  44 - 4  48.3 47.2 19.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 25 3 6 5 6 55 8 1 
Christchurch 
1-2 kg 13.3 12.2 9.5 10.3 7.4 17. 1 
3-4 kg 16.7 14.6 19.0 10.3 16.7 14.3 
5-9 kg 33.3 36 .6  28.6 25.6 24.  1 27.6 
10 kg 16.7 19.5 16.7 23.1 16.7 13.3 
20 kg and more 20.0 17.1 26.2 30 .8  35.2 27.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 0 4 1 4 2 78 5 4 105 
TABLE 53 
Quantity of Potatoes Purchased 
by Household Composition 
Auckland 
Household 1-2 3-4 Over 4 No With 
Composition Occupants Occupants Occupants Children Children 
1-2 kg 16.7 4 . 3  2.2 15.4 1.8 
3-4 kg 38.3 19.6 8 .0  34.4 13.8 
5-9 kg 30.8 45 .5  45.3 32.4 47 .0  
10 kg 3.1 8 .6  16. 1 3 .8  12.7 
20 kg and more 11.1 22.0 28.4 14.0 24.7 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 227 209 137 293 283 
Wellington 
1-2 kg 23.1 3 .6  0.0 16.4 4 . 2  
3-4 kg 20.7 10.7 13.5 17.0 13.4 
5-9 kg 3 1.4 26.8 23 .1  30.9 24.2 
10 kg 8.3 11.6 1.9 10.3 5 .8  
20 kg and more 16.5 47 .3  61.5 25.4 ' 52.4 
- p-pppp 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 12 1 112 5 2 165 120 
Christchurch 
1-2 kg 19.6 6.2 7.5 15.5 7.9 
3-4 kg 18.3 11.6 13.2 15.4 13.8 
5-9 kg 26.1 35 .6  15.1 26.4 31 .0  
10 kg 13.7 19.2 22.6 17.4 17. 1 
20 kg and more 22.3 27.4 41 .6  25.3 30.2 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 153 146 5 3 20  1 152 
TABLE 54 
Frequency of Potato Purchasing 
by Outlet Used 
Auckland 
Outlet Supermarket Fruiterer/Grocer Gate Sales 
Weekly 32.2 
Fortnightly 32.0 
Every 2-3 weeks 12.6 
Monthly 14. 1 
Every 2-3 months 7.3 
Longer 1 .B 
Total 100.0 
Valid Responses 397 
Weekly 
Fortnightly 
Every 2-3 weeks 
Monthly 
Every 2-3 months 
Longer 
Wellington 
Total 100.0 
Valid Responses 135 
Christchurch 
Weekly 26.9 15.0 4.8 
Fortnightly 25.0 32.5 9.7 
Every 2-3 weeks 13.0 10.0 6.5 
Monthly 21.3 30.0 27.4 
Every 2-3 months 10.6 12.5 37.1 
Longer 3.2 0.0 14.5 
Total 100.0 100.0 100.0 
Valid Responses 2 16 4 0 6 2 
TABLE 55 
Quantity of Potatoes Purchased By 
Outlet Used 
Auckland 
Out let Supermarket Fruiterer/Grocer Gate Sales 
2 2 % 
1-2 kg 7.0 17.6 0 .0  
3-4 kg 26.3 23.5 6 . 5  
5-9 kg 47.5 24.4 16. 1 
10 kg 10.8 2 .5  0 .0  
20 kg and over 8 -4  32.0 77.4 
Total 
Valid Responses 
Wellington 
1-2 kg 4.4 20.5 0 .0  
3-4 kg 15.6 18.8 0.0 
5-9 kg 37 . O  24. 1 0 . 0  
I0 kg 1 1 . 1  6 . 3  0 .0  
20 kg and over 31.9 30.3 - 100.0 
Total 100.0 100.0 100.0 
Valid Responses 135 112 l I 
Christchurch 
1-2 kg 
3-4 kg 
5-9 kg 
I0 kg 
20 kg and over 
Total 100.0 
Valid Responses 2 17 
TABLE 56 
Potato Size Acceptability By Age 
of Head of Household 
Auckland 
Age Under 25 25-29 30-34 35-44 45-54 Over 55 
years years years years years years 
% % % % % % 
Maincrop : 
Under 50 mm diameter 
acceptable Yes 44.7 46 .8  39.7 39.1 34.6 44 .6  
No 55.3 53 .2  60.3 ' 60.9  65 .4  55 .4  
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7  6 2 78 15 1 8  1 166 
New Potatoes : 
Under 30 mm diameter B 
acceptable Yes 27.7 25.8 34.6 41.7 37 .0  38.0 
No 72.3 74 .2  65.4 58.3 63 .0  62 .0  
- - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7  6  2  7  8  15 1 8  1 166 
Wellington 
Maincrop : 
Under 50 mm diameter 
acceptable Yes 4 1.9 60.0 44.4 46 .6  34.5 50.6 
No 58.  1 40 .0  55.6 53.4 65.5 49 .4  
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 2  5  3 6  58 55 89 
New Potatoes: 
Under 30 mm diameter 
acceptable Yes 29.0  24 .0  36 .  1 32.8 36 - 4  34.8 
No 71 .0  76 .O 63.9 67.2 63 .6  65.2 
Total 100.0 100.0 . 100.0 100.0 100.0 100.0 
Valid Responses 3 1 25 36 5  8  5  5  89 
Christchurch 
Maincrop : 
Under 50 mm diameter 
acceptable Yes 40.0  34 .O 24.0 28.9 25.4 29.4 
No 60.0 66.0 76.0 71 .  1 74.6 70 .6  
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 50 5  0  90 6  7  136 
New Potatoes: 
Under 30 mm diameter 
acceptable Yes 56.7 60 .0  32.0 35 .6  43 .3  47 .1  
No 43.3 40 .0  68 .0  64.4 56.7 52.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 5  0 5 0  90 67 136 
TABLE 57 
Buy More Potatoes if Quality Guaranteed 
by Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-54 Over 55 
Age years years years years years years 
2 % 2 2 2 
Buy More 23.4 32.3 27.3 30.9 14.8 23.3 
Not Buy More 76.6 67.7 72.7 69.1 85.2 76,7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7 62 7 7 149 8 1 159 
Wellington 
Buy More 6.9 24 .O 36 .1  29.3 36 - 4  29.1 
Not Buy More 93.1 76.0 63.9 70.7 63.6 70.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 2 9 2 5 36 5 8 5 5 86 
Christchurch 
Buy More 30.0 29.5 35.4 17.4 27 - 4  29.8 
Not Buy More 70.0 70.5 64.6 82.6 72.6 70.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 0 44 4 8 86 6 2 124 
TABLE 58 
Buy More P0tatoe.s if Qqality Guaranteed 
bv Total Gross Household Income 
Auckland 
Under $10,000- $15,000- $20,000- Over Income $10,000 $14,999 $19,999 $30,000 $30,000 
Buy More 
Not Buy More 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 96 7 6 8 1 10 1 10 1 
Buy More 
Not Buy More 
Wellington 
Total 100.0 100 - 0  100.0 100.0 100.0 
Valid Responses 30 28 2 7 5 9 4 9 
Buy More 
Not Buy More 
Christchurch 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 68 4 7 4 5 78 4 9 
TABLE 59 
Willingness to Pay One-Third More for Guaranteed Quality 
by Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-54 Over 55 
Age years years years years years years 
Pay More 68.1 58.7 71.8 60.3 64.2 56.0 
Not Pay More 31.9 41.3 28.2 39.7 35.8 44 .O 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7 6 3 7 8 15 1 8 1 166 
Wellington 
Pay More 51.6 40.0 69.4 71.9 57.4 52.3 
Not Pay More 48.4 60.0 30.6 28.1 42.6 47.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 25 36 5 7 54 88 
Christchurch 
Pay More 66.7 64 .O 70.0 62.2 64 - 2  70.4 
Not Pay More 33.3 36.0 30.0 37.8 35.8 29.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 50 50 9 0 6 7 135 
TABLE 60 
Willingness to Pay One-Third More for Guaranteed Quality 
by Total Gross Household Income 
Auckland 
Income 
-- 
p -p 
Under $10,000- $15,000- $20,000- Over 
$10,000 $14,999 $19,999 $30,000 $30,000 
Pay More 59.6 67.5 
Not Pay More 40.4 32.5 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 9 9 7 7 83 10 1 104 
Wellinnton 
Pay More 46.9 37.9 81.5 62.7 55.1 
Not Pay More 53.1 62.1 18.5 37.3 44.9 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 2 2 9 2 7 5 9 4 9 
Christchurch 
Pay More 67.9 64.7 64.6 59.8 58.8 
Not Pay More 32.1 35.3 35.4 40.2 41.2 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 78 5 1 4 8 8 2 5 1 
TABLE 6 1 
Reaction to Potato Price Increase 
by Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-55 Over 55 
Age years years years years years years 
X X X X X 
Main Crop 
Buy: Same 57.4 61.9  48.7 46.7 58 .0  50.6 
Less 42.6 38.1 51.3  53.3 42 .0  49.4 
Total 100.0 100.0 100.0 100.0 100.0 100.0- 
Valid Responses 4 7 6 3 7 8 150 8 1 160 
New Potatoes 
Buy: Same 32.5 31.6 22.7 30.5 33.8 33.1 
Less 67.5 68.4 77.3  . 69.5  66.2 66.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 0 5 7 7 5 14 1 7 7 14 5 
Main Crop 
Buy: Same 
Less 
Wellington 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 2 5 3 5 58 5 5 8 7 
New Potatoes 
Buy: Same 26.9 27'. 3 26.5 28.1 25.5 33.8 
Less 73.1 72.7 73.5 71.9  74 .5  66.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 26 2 2 34 5 7 5 1 7 7 
Chris tchurch 
Main Crop 
Buy: Same 60.0  66.7 68.8 52.9 67.7 59.3 
Les S 40 .0  33.3 31.2 47.1  32.3 40.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 4 5 4 8 8 7 6 2 123 
New Potatoes 
Buy: Same 37.0 40.5 51.2 40.2 46 - 4  43.9 
Less 63.0 59.5  48.8 59.8  53.6  56.1 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 2 7 4 2 4 3 8 2 5 6 114 
TABLE 62 
Reaction to Potato Price Increase 
by Total Gross Household Income 
Auckland 
Under Income $10,000- $15,000- $20,000- Over $10,000 $14,999 $19,999 $30,000 $30,000 
Main Crop 
Buy: Same 
Less 
Total 100.0 100.0 100.0 100.0 100.0 
Valid ~es~onses 9 7 7 7 8 1 101 103 
New Potatoes 
Buy: Same 43.7 28.8 25.7 21.7 37.4 
Less 56.3 71.2 74.3 78.3 62.6 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 8 7 7 3 7 4 92 9 9 
Wellington 
Main Crop 
Buy: Same 77.4 71.4 48.1 59.3 - 69.4 
Less 22.6 28.6 51.9 40.7 30.6 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 2 8 2 7 5 9 49 
New Potatoes 
Buy: Same 22.2 25.0 33.3 22.2 42.6 
Le S S 77.8 75.0 66.7 77.8 57.4 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 27 28 24 54 4 7 
Main Crop 
Buy: Same 
Le S S 
Chr istchurch 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 6 9 4 6 4 5 8 0 4 9 
New Potatoes 
Buy: Same 44.4 42.2 45.2 46.7 43.8 
Le S S 55.6 57.8 54.8 53.3 56.2 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 6 3 4 5 4 2 7 5 4 8 
TABLE 6 3  
Evening Meal Serving Methods 
by Age of Head of Household 
Auckland 
Under 25 25-29 3 0- 34 35-44 45-55 Over 55  
Years Years Years Years Years Years 
2 2 2 % W % 
Boiled 28 .4  2 6 . 7  2 5 . 5  23 .3  25 .8  30.6 
Mashed 29.9 20 .0  20.6 2 3 . 3  22 .7  26.4 
Roasted 18.7 19.0 22 .3  21 .4  20 .3  18.2 
Baked 10.4 17.4 17.0 15.0 14.8 14.7 
Chips 12.6 16.9 14.6 17.0 16.4 10.1 
T o t a l  100.0 100.0  100.0 100.0 100.0 100.0 
Valid Responses 134 I95 24 7 524 256 435 
We l l i n g t  on 
Boiled 26.4 22 .2  25.6 24 .5  2 4 . 6  29 .2  
Mashed 26.4  2 3 . 3  20.8 22 .5  2 1.9 24 .5  
Roasted 19.8 21 .1  21.6 20 .1  2 1.3 19.3 
Baked 12.1 14 - 4  17.6 16.7 16.9 15.9 
Chips 15.4 18.9 14.4 16.2 15.3 11.2 
To ta l  100.0 100.0  100.0 100.0 100.0 100.0 
Valid Responses 9 1 90 125 204 183 233 
Boiled 
Mashed 
Roasted 
Baked 
Chips 
Chris tchurch 
T o t a l  100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 7 7 134 160 286 199 325 
TABLE 64 
Evening Meal Serving Methods 
by Total Gross Household Income 
Auckland 
Under $10,000- $15,000- $20,000- Over 
$10,000 $14,999 $19,999 $30,000 $30,000 
Boiled 
Mashed 
Roasted 
Baked 
Chips 
Total 100.0 100.0 100.0 100.0 100.0 
Valid .Responses 262 233 - 271 3 16 345 
Wellington 
Boiled 
Mashed 
Roasted 
Baked 
Chips 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 75 9 1 92 190 15 I 
Boiled 
Mashed 
Roasted 
Baked 
Chips 
Christchurch 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 189 154 14 7 244 14 1 
TABLE 65 
Frequency of Serving Potatoes for the 
Working Week Evening Meal by Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-55 Over 55 
Age years years years years years years 
Serving: 1 
2 
3 
4 
5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7 6 2 7 7 15 1 8 1 16 1 
Wellington 
Serving: 1 3 .2  0 .0  2 .8  3.5 0.0 1.2 
2 12.9 0 .0  5.6 1.8 1.8 3.6 
3 32.2 16.0 25.0 19.3 7 - 3  13.3 
4 6 .5  20.0 13.9 14 . O  18.2 9 .6  
5 45.1 64 - 0  52.7 61.4 72.7 72.3 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 25 36 5 7 5 5 83 
Christchurch 
Serving: I 0 .0  8 - 0  0.0 0 .0 0 .0  2 .3  
2 23.3 12.0 6.0 2.2 4 .5  1.5 
3 26.7 22.0 16.0 12.2 4 . 5  6 - 1  
4 13.3 18.0 26.0 30.0 18.2 13.7 
5 36.7 40.0 52.0 55.6 72.8 76.4 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 0 50 5 0 90 66 13 1 
TABLE 66 
Frequency of Serving Potatoes for the 
Working Week Evening Meal by Total Gross Household Income 
Auckland 
Income Under $10,000- $15,000- $20,000- Over $10,000 $14,999 $19,999 $30,000 $30,000 
Serving: 1 9 . 5  6.6 1.2 5 .0  1 . O  
2 6-3 6 .6  3.6 5.0 2.9 
3 11.6 19.7 14.5 17.8 21.4 
4 13.7 15.8 37.3 22.8 21.4 
5 58 ,9  51.3 43.4 49.4 53.3 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 9 5 7 6 8 3 101 103 
Wellington 
Serving:. 1 0 .0  0.0 0.0 1.7 6.1 
2 3.6 3.6 3.7 3.4 2 .0 
3 17.9 3.6 18.5 30.5 18.4 
4 3.5 14.3 1 1 . 1  16.9 16.3 
5 75.0 78.5 66.7 47.5 57.2 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 2 8 28 2 7 5 9 4 9 
Christchurch 
Serving: I 2 .7 2.0 0 .0  1.2 5 . 9  
2 6 .8  5.9 2.1 6.1 11.8 
3 13.5 13.7 8 .3  17. 1 15.7 
4 16.2 13.7 20.8 31.7 17.6 
5 60.8 64.7 68.8 43.9 49.0 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 7 4 5 1 4 8 82 5 1 
TABLE 67 
Substitution for Potatoes by 
Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-55 Over 55 
Age years years years years years years 
z % % % % X 
Main Meal Without 
Potatoes? Yes 74 - 5  84.1 80.8 79.2 53.8 60.2 
No 25.5 15.9 19.2 20.8 46.3 39.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7 6 3 7 8 149 80 166 
Wellington 
Main Meal Without 
Potatoes? Yes 80.6 60.0 86.1 67.2 63.6 53.9 
No 19 - 4  40.0 13.9 32.8 36.4 46.1 
- 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 25 36 5 8 55 8 9 
Christchurch 
Main Meal Without 
Potatoes? Yes 80.0 76.0 74.0 75.6 62.7 43 - 4  
No 20.0 24 .O 26.0 24.4 37 - 3  56.6 
- 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses - 30 50 50 9 0 6 7 136 
TABLE 68 
Substitution for Potatoes by Total 
Gross Household Income 
Auckland 
Income Under $10,000- $15,000- $20,000- Over $10,000 $14,999 $19,999 $30,000 $30,000 
Main Meal Without 
Potatoes? Yes 63.6 71. 1 76.8 
No 36.4 28.9 23.2 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 99 7 6 82 10 1 104 
Wellington 
Main Meal Without 
Potatoes? Yes 50.0 4 1.4 70.4 81.4 79.6 
No 50.0 58.6 29.6 18.6 20.4 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 2 2 9 2 7 5 9 4 9 
Christchurch 
Main Meal Without 
Potatoes? Yes 55.7 60.8 
No 44.3  39.2 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 7 9 5 1 4 8 82 5 1 
TABLE 69  
Potato Substitutes (All Responses) by Age 
of Head of Household 
Auckland- 
Under 25 25-29 30-34 35-44 45-55 Over 55 
year S years years years years years 
Rice 
Pasta 
Bread 
Kumera/Root Crops 
Pumpkin/Marrow/ 
Butternut 
Nothing 
Other 
Total 186.1 190.6 198.4 192,6 180.0 164.0 
Valid Responses 36 53 63  12 1 4 5 100 
Rice 
Pasta 
Bread 
KumeraIRoot Crops 
Pumpkin/Marrow/ 
Butternut 
Nothing 
Other 
Wellington 
-p- 
Total 170.8  206 .8  183.8 182.0 160.2 175.5 
Valid Responses 24 15 3 1 3 9 35 4 9  
Rice 
Pasta 
Bread 
KumeralRoot Crops 
Pumpkin/Marrow/ 
Butternut 
Nothing 
Other 
Christchurch 
Total 154.2 194.7 173.0 176.5 147.6 148.3 
Valid Responses 24 3 8 3 7 6 8 4 2 6 0 
TABLE 70 
Potato Substitutes ( ~ l l  ~esponses) by 
Total Gross Household Income 
Auckland 
Income Under $10,000- $15,000- $20,000- $10 ,000  $14,999 $19 ,999  $30,000 
Over 
$30 ,000  
Rice 50 .8  4 5 . 5  7 1 . 9  68 .4  7 0 . 9  
Pasta 23 .8  29.1 51 .6  59 .2  4 5 . 6  
Bread 25.4 20 .0  25 .O 15.8 12.7 
Kumera/Root Crops 2 7 . 0  20 .0  10.9 7 . 9  16.5 
Pumpkin/Marrow 
Butternut 9 . 5  10.9 4 . 7  5 . 3  5 . 1  
Nothing 6 . 3  10.9 6 . 3  7 . 9  5 . 1  
Other 4 7 . 6  4 7 . 3  2 1 . 9  26.3 3 2 . 9  
Total 190.4 183.7 192.3 190.8 188.8 
Valid Responses 63  55  6 4 7 6 7 9 
Rice 
Pasta 
Bread 
Kumera/Root Crops 
Pumpkin/Marrow/ 
But ternut 
Nothing 
Other 
Wellington 
Total 205 .9  175.0 194.7 17 1 . O  169.3 
Valid Responses 17 12 19 4 8 3 9 
Rice 
Pasta 
Bread 
Kumera/Root Crops 
Pumpkin/Marrow/ 
But ternut 
Nothing 
Other 
Christchurch 
Total 145.5 174.2 167.5 179.2 175.0  
Valid Responses 4 4 3 1 3 7 58 4 0  
TABLE 7 1 
Methods of Serving t o  Guests ( ~ l l  ~ e s p o n s e s )  
By Age of Head of Household 
Auckland 
Under 25 25-29 30-34 35-44 45-55 Over 55 
yea r s  years  years  yea r s  years  yea r s  
Boiled 
Mashed 
Roasted 
Baked - Jacke t  
Baked - Other 
Casseroled 
Pota to  Salad 
Chips 
Other 
To ta l  193.4 226 .3  217.7 212 .3  248.1 224 .0  
Valid Responses 4 6 6 1 73 14 7 7 9 154 
Boiled 
Mashed 
Roasted 
Baked - Jacke t  
Baked - Other 
Casseroled 
Pota to  Salad 
Chips 
Other 
Wellington 
T o t a l  192.9 208 .0  211.4 209 .0  209 .0  2 10.8 
Valid Responses 28 25 3 5 5 6 5 5 83  
Chris tchurch 
Boiled 
Mashed 
Roasted 
Baked - Jacke t  
Baked - Other 
Casseroled 
Pota to  Salad 
Chips 
Other 
T o t a l  196.2 204.2 191.7 210 .2  196.9 206 .2  
Valid Responses 2 7 4 7 4 9 8 7 66 129 
TABLE 72 
Methods of Serving t o  Guests ( ~ l l  Responses) 
by Tota l  Gross Household Income 
Auckland 
Under $10,000- $15,000- $20,000- Over 
$10,000 $14,999 $19,999 $30,000 $30 ,000  
Boiled 
Mashed 
Roasted 
Baked - Jacke t  
Baked - Other 
Casseroled 
Pota to  Salad 
Chips 
Other 
T o t a l  223.7 205.7 218.6  228.5  216.2  
Valid Responses 93 7 1 8 1 98 9 9 
Boiled 
Mashed 
Roasted 
Baked - Jacke t  
Baked - Other 
Casseroled 
Pota to  Salad 
Chips 
Other 
To ta l  170.1 246.6 196.2 198.3 225.6  
Valid Responses 3 0 28 27 5 6 4 7 
Chr is tchurch  
Boiled 
Mashed 
Roasted 
Baked - Jacke t  
Baked - Other 
Casseroled 
Pota to  Salad 
Chips 
Other 
To ta l  198.4 198.0 197.8 212.5  196 .0  
Valid Responses 7 1 51 ' 46  7 9 5 0 
TABLE 73 
Statement Agreement bv 
Age of Head of  Household 
Auckland 
(A) 
"Potatoes Are E s s e n t i a l  For a Healthy Diet"  
- - 
Under 25 25-29 30-34 35-44 45-55 Over 55 
years  yea r s  y e a r s  yea r s  years  y e a r s  
Agree S t rongly  10.6 1 1 . 1  9.0 17.2 23.5 29.5 
Agree 36.2 44 -4  47 *4  48.3 48.1 45.2 
Nei ther  23.4 20.6 24.4 19.2 18.5 13.9 
Disagree 29.8 20.6 17 9 14.6 8 .6  9.6 
Disagree S t rongly  0.0 3.3 1 ,3  0 .7  1.3 1.8 
To ta l  100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 7 6 3 78 15 1 8 1 166 
Well ington 
Agree S t rongly  9.7 0.0 13.9 17.2 14 - 5  14 - 5  
Agree 35.5 52.0 36.1 50.0 60.0 60.7 
Nei ther  29.0 32 - 0  16.7 19.0 20.0 16.9 
Disagree 25 - 8  16.0 30.6 10.3 5.5 7.9 
Disagree S t rongly  0.0 0.0 2.7 3.5 0.0 0.0 
To ta l  100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 25 36 5 8 5 5 89 
Chr i s tchurch  
Agree S t rongly  0 .0  4 .O 18.0 15.9 17.9 22.0 
Agree 43.3 50.0 40.0 55.7 49.3 63.2 
Nei ther  20.0 24 . O  20.0 10.2 25.4 7.4 
Disagree 33.3 20.0 18.0 17.0 6 .0  7 - 4  
Disagree S t rongly  3.4 2.0 4 . O  1.2 l .4 0 .0  
To ta l  100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30 5 0 50 8 8 6 7 136 
Statement Agreement by 
Age of Head of Household 
Auckland 
"Potatoes are More Nutritious than White Bread" 
Under 25 25-29 30-34 35-44 45-55 Over 55 
years years years years years years 
Agree Strongly 6.4 1 1 . 1  11.5 17.2 14.8 13.2 
Agree 31.9 42.9 34.6 33.8 42.0 44 . O  
Neither 48.9 34.9 43.6 43.7 35.8 38.6 
Disagree 12.8 1 1 . 1  10.3 5.3 6.2 4.2 
Disgree Strongly 0.0 0.0 0.0 0 .0  1.2 0.0 
Total 100.0 100.0 100 ..O 100.0 100.0 100.0 
Valid Responses 4 7 63 78 15 1 8 1 166 
Wellington 
Agree Strongly 6.5 8 .0  8.3 6.9 5.5 5.6 
Agree 32.3 32.0 36.1 34.5 43.6 51.7 
Neither 4 1.9 44 .O 41.7 48.3 50.9 39.3 
Disagree 19.3 16.0 13.9 10.3 0 .0  3 - 4  
Disagree Strongly 0.0 0.0 0.0 0.0 0 .0  0.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 25 36 58 55 8 9 
Christchurch 
Agree Strongly 10.0 14 .O 6.0 12.5 3.0 10.3 
Agree 26.7 38.0 36.0 40.9 46.3 52.9 
Neither 50.0 36.0 48.0 42.1 47.7 34.6 
Disagree 13.3 8.0 10.0 4.5 3.0 2.2 
Disagree Strongly 0.0 4 .O 0.0 0.0 0.0 0 .0  
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 0 5 0 50 88 67 136 
Statement Agreement by 
Age of Head of Household 
Auckland 
"We reduce our Potato Consumption to Avoid Getting Fat" 
Under 25 25-29 30-34 35-44 45-55 Over 55 
Age years years years years years years 
Agree Strongly 0.0 4.8 3.8 4.0 6.2 4.2 
Agree 34.0 25.4 20.5 26.5 27.2 21,2 
Neither 19.1 22.2 19.2 15.9 19,8 15.8 
Disagree 46.9 42 .9  48.7 47.0 42 .0  52. 1 
Disagree Strongly 0.0 4 . 7  7.8 6.6 4.8 6 .7  
Total 100.0 100.0 100 ..O 100.0 100.0 100.0 
Valid Responses 47 6 3 78 15 1 8 1 165 
Wellington 
Agree Strongly 9.7 4 .O 0.0 3.4 5 .5  3.4 
Agree 38.7 28.0 47 .2  41.4 27.3 22.5 
Neither 12.9 24 - 0  16.7 10.3 16.4 20.2 
Disagree 29.0 44  .O 27.8 39.7 45.4 51.7 
Disagree Strongly 9.7 0 . 0  8 .3  5.2 5.4 2.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 3 1 25 36 5 8 55 89 
Christchurch 
Agree Strongly 3.3 2 .0  0 . 0  2.3 0.0 2 .9  
Agree 16.7 30 .0  20.0 20.5 29.9 24.3 
Neither 26.7 16.0 22.0 13.6 10.4 14.0 
Disagree 36.7 44 .O 50.0 56.8 53.7 52.9 
Disagree Strongly 16.6 8.0 8.0 6.8 6.0 5.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 30  5 0 50  8 8 6 7 136 
TABLE 74 
Buying o f  New and Main Crop P o t a t o e s  by 
Age o f  Head o f  Household 
Auckland 
Under 25 25-29 30-34 35-44 45-55 Over 55 
Age y e a r s  y e a r s  y e a r s  y e a r s  y e a r s  y e a r s  
Buy o n l y  new 60.0  70 .2  64.0  56.7 44.7 54.7 
Buy bo th  40.0  29.8 36.0 43.3  55.3  45.3  
T o t a l  100.0 100.0 100.0 100.0 100.0 100.0 
V a l i d  Responses 40 5 7 75 14 1 76 139 
Buy o n l y  new 
Buy b o t h  
Wel l ing ton  
T o t a l  100.0 100.0 100.0 100.0 100.0 100.0 
V a l i d  Responses 26 2 0 34 5 7 5 1 7 7 
Buy o n l y  new 
Buy b o t h  
C h r i s t c h u r c h  
T o t a l  100.0 100.0 100.0 100.0 100.0 100.0 
V a l i d  Responses 26 4 1 4 3 8 1 5 5 115 
TABLE 75 
Buying of New and Main Crop Potatoes by 
Total Gross Household Income 
Auckland 
Income 
- - 
Under $10,000- $15,000- $20,000- 
$10,000 $14,999 $19,999 $30,000 
Over 
$30,000 
Buy only new 
Buy both 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 8 3 7 2 74 92 99 
Wellington 
Buy only new 63.0 42.3 50.0 64.8 43.5 
Buy both 37.0 57.7 50.0 35.2 56.5 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 2 7 26 24 54 4 6 
Christchurch 
Buy only new 63.5 65.9 53.5 63.5 71.7 
Buy both 36.5 34.1 46.5 36.5 28.3 
- 
Total 100.0 100.0 100.0 100.0 100.0 
Valid Responses 63 4 4 4 3 7 4 4 6 
TABLE 76 
Age of Head of Household 
by Total Gross Household Income 
Auckland 
Under 25 25-29 30-34 35-44 45-55 Over 55 
years years years years years years 
Under $10,000 2.5 13.2 7.5 7.2 10.9 58.2 
$10,000 - $14,999 22.5 28.3 8.9 10.4 16.4 18.7 
$15,000 - $19,999 27.5 18.9 25.4 16.0 21.8 9.7 
$20,000 - $30,000 22.5 24.5 29.8 30.4 14 - 5  9.7 
Over $30,000 25.0 15.1 28.4 36.0 36.4 3.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 4 0 53 6 7 125 5 5 134 
Wellington 
Under $10,000 8.7 12.5 3.7 2.4 6.2 43.9 
$10,000 - $14,999 26.1 18.8 0.0 9.8 18.8 17.5 
$15,000 - $19,999 13.0 6.2 29.6 12.2 18.8 7.0 
$20,000 - $30,000 39.1 37.5 44.4 31.7 25 .O 19.3 
Over $30,000 13. 1 25.0 22.3 43.9 31.2 12.3 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 23 16 27 4 1 32 5 7 
Christchurch 
Under $10,000 21.7 7.0 11.9 4.6 9.8 62.5 
$10,000 - $14,999 8.7 25.6 14.3 10.8 17.1 18.8 
$15,000 - $19,999 4.3 11.6 23.8 26.2 19.5 7.3 
$20,000 - $30,000 34.8 30.2 35.7 35.4 34.1 7.3 
Over $30,000 30.5 25.6 14.3 23.0 19.5 4 .1  
Total 100.0 100.0 100.0 100.0 100.0 100.0 
Valid Responses 2 3 4 3 4 2 65 4 1 96 
TABLE 77 
T o t a l  Gross  Household Income 
by Age o f  Head o f  Household 
Auckland 
Under $10,000- $15,000- $20,000- Ove P Income $10,000 $14,999 $19,999 $30,000 $30,000 
% % % % % 
Under 25 y e a r s  0 . 9  11.7 13.3 8 .9  9 . 3  
25 - 29 y e a r s  6 .6  19.5 12.0 12.9 7 . 5  
30 - 34 y e a r s  4.7 7 .B  20.5 19.8 17.8 
35 - 44 y e a r s  8 . 5  16.9 24.1 37.6 4 2 *  l 
45 - 55 y e a r s  5 .7  11.7 14.5 7.9 18.7 
Over 55 y e a r s  73.6 32.4 15.6 12.9 4 . 6  
T o t a l  100.0 100.0 100.0 100.0 100.0 
Val id  Responses 106 7 7 8 3 10 1 107 
W e l l i n g t o n  
Under 25 y e a r s  6.1 20.7 1 1 . 1  15.3 6 . 3  
25 - 29 y e a r s  6 . 1  10.3 3 .7  10.2 8 . 3  
30 - 34 y e a r s  3 .0  0 . 0  29.6 20.3  12.5 
35 - 44 y e a r s  3 . 0  13.8 18.5 22.0  . 37.5  
45 - 55 y e a r s  6.1 20.7 22.2 13.6 20.8  
Over 55 y e a r s  75.7 34.5  14.9 18.6 14.6 
T o t a l  100.0 100.0 100.0 100.0 100.0 
Val id  Responses 33 29 2 7 5 9 4 8 
C h r i s t c h u r c h  
Under 25 y e a r s  6 . 3  3 .9  2.1 10.0 13.7 
25 - 29 y e a r s  3.7 21.6  10.4 16.3 21.6 
30 - 34 y e a r s  6 .3  11.6 20.8 18.7 11.8 
35 - 44 y e a r s  3.7 13.7 35.4 28.8 29.4 
45 - 55 y e a r s  5 . O  13.7 16.7 17.5 15.7 
Over 55 y e a r s  75.0 35.3  14.6 8 . 7  7.8 
P - P 
T o t a l  100.0 100.0 100.0 100.0 100.0 
Val id  Responses 8 0 5 1 4 8 80 5 1 

